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ROBERT E. KINTNER: 1956 NARTB Keynote Award winner 









CHANNEL 6 


THE ONLY STATION IN THE RICHMOND AREA IN THE PREFERRED LOW END OF THE VHF BAND 















MAXIMUM POWER at MAXIMUM HEIGHT 


RICHMOND, VA. 


WTVRK OFFERS THE FINEST FACILITIES IN THE RICHMOND AREA. 

NO OTHER STATION HAS HIGHER ANTENNA FACILITIES AND CHANNEL 6, THE 
PREFERRED FREQUENCY IS THE UNLY CHANNEL IN THIS AREA IN THE LOW END 
UF THE VHF BAND, THUS WTVH ASSURES NO RECEPTION PROBLEMS, AS OTHERS 
ARE EXPERIENCING. YES, OTHERS FROM WITHOUT ATTEMPTING TO COVER 
RICHMOND HAVE THEIR PROBLEMS, BUT BIG WIVRHAS NO PROBLEMS. WTVk 
ALWAYS GIVES A CLEAR SHARP PICTURE WITHOR WITHOUT AN ANTENNA. 50 
BUY QUALITY BY BUYING THE FINEST ...... WTVK “The South’s Ist TV Station” 


WMBG AM WCOD FM~ WTVR Ty 


First Stations of Virginia 


A Service of HAVENS & MARTIN, INC. 
B B 


R REPRESENTED NATIONALLY BY BLAIR TV, INC. 
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Ky] have but one lamp to guide my feet, and that is 
the lamp of experience.— Patrick Henry 


VENARD, RINTOUL & McCONNELL, INC. 


OFFERS 
*Th 
e Lamp Of EXPERIENCE 
ExPemance nora 
Station Sales Experience (local) . , , ; : L 
Station Sales Experience (national) “ ; : : Let 
Station Ownership Experience , ; ‘ ; : [ 
Station Sales Management Experience. : : ‘ Let 
Station Program Management Experience ; , ; Wg 


Station Research Experience ; ; : ; ; i 
Station Finance Experience ; ; ; ’ i [ 
Station Promotion Experience ‘ ; p , , Lo 


Representation Management Experience . ‘ . ‘ Lt 
Representation Sales Experience. : ; ; d Ly 
Representation Research Experience ‘ , ; ; Ly 


Network Relations Experience ‘ : , ; ‘ eZ 
Network Sales Experience . j . : ; ; — 
Technical Experience ‘ , ; ‘ ; ‘ re" 


Balanced Experience 


VENARD, RINTOUL & McCONNELL, INC. 


me & Radio Station Representatives 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


JUUUUUUUUUUUU 


Convention Headquarters 2100, Conrad Hilton Hotel 
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Letter from the Publisher 
TV a Whipping Boy 


As the broadcasters convene for the 34th annual NARTB Conven- 
tion, the industry is probably beset with more problems than at any 
other time in its short but eventful history. It is a dramatic testimony 
to the power and impact of the medium that within the past few 
months television has been pounced on from all sides by a stream of 
self-seeking politicians and competing media. On the programming 
sector, Reader’s Digest let loose with a one-sided blast at what it 
considered to be overdramatization of violence on the air. In an 
article titled ““Tele-violence” by Don Wharton in the April issue, the 
publication exhorted groups to rise in arms against what it alleged 
to be programming detrimental to the youth of the nation. 

This article was originally offered to Tv AGE by the Reader’s 
Digest and was turned down on the basis that, with all deference to 
the Digest, it was a virulent, one-sided anti-tv stand. The piece was 
eventually published by Parents’ Magazine and “condensed” in the 
Digest. (Ironically enough, Reader’s Digest’s own tv program, which 
is on ABC, on March 26 presented a program with several homi- 
cides.) The piece itself was based primarily on fragments of testi- 
mony gleaned from the Kefauver hearings, many points of which 
have since been articulately refuted. 

On the commercial front, the New York Herald-Tribune recently 
launched a front page series on tv advertising “abuses.” (It is inter- 
esting to note that the initial article in the series started on the front 
page and continued on an inside page which was 75 per cent adver- 
tising and 25 per cent editorial.) The series is being written by 
Edward J. Mowrey, and it followed close on the heels of Federal 
Trade Commissioner Lowell Mason’s speech at the Harvard Market- 
ing Club in Cambridge, which took tv and radio stations to task for 
their commercial content. 

Practically every broadcaster is aware of his responsibilities— 
to the public, to the Government and to his stockholders. The danger 
is in the magnification of any abuses where they do exist. A bigger 
job remains to be done in presenting and explaining to the public the 
efforts and the problems of bringing to the American people the best 
system of broadcasting in the world. 

This might be accomplished by using the medium that is the most 
effective in the nation today—television itself. Through established 
shows and special programs on a local and network level, television 
can present its own story effectively dramatizing the partnership of 
the industry and the public, a partnership which is responsible for 
the most potent social force known to mankind. 


Tribute to Arney 


On page 58 of this issue is a tribute to C. E. “Bee” Arney, the 
man who for 16 years has been in charge of the annual NARTB 
Convention. The article was written by one who has known “Bee” for 
many years—Robert K. Richards, broadcaster, writer and former 
NARTB executive. We commend it to your attention. 











pioneering for 


an even 


better tomorrow 


WGAL-TV 


LANCASTER, PENNA. 


NBC and CBS 





On March 18, 1949 
pioneering WGAL- 
TV telecast its first 
programs. WGAL- 
TV now enters its 
eighth year with a 
determination to con- 
tinue pioneering .. . 
to give the best tele- 
vision service possible 
to its viewers and the 
many communities in 
which they live. 


STEINMAN STATION 
Clair McCollough, Pres 





316,000 WATTS 








Representatives: 


MEEKER TV, inc. 
New York Chicago 


- fil Los Angeles San *rancisco 


Cordially, 21a 
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During the summer season, NBC’s three great network television participa- 
tion programs—TODAY, HOME, TONIGHT-—offer extra savings for adver- 
tisers through the 


T-H-T SUMMER INCENTIVE PLAN 


This plan, in effect from May 30th through September 2nd, offers bonus 
T-H-T participations in addition to regular discounts... means that you 


can earn up to 50% in dividends on your summer advertising. . . and guaran- 
tees you T-H-T’s year-round, high-quality programming at summer prices. 
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Last year 28 national advertisers used this money-saving plan. This year 31 
(with many repeaters) have already signed up, and the summer buying 
season has hardly begun. Your NBC Sales Representative can tell you about 
the Summer Incentive Plan and how you can cash in on the tremendous 
personal selling power of the three great T-H-T stars, Dave Garroway, 


Arlene Francis and Steve Allen. ° 
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Exciting things are happening on 


NBC TELEVISION <3 @ 


i 
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130 KEARNY STREET, SAN FRANCISCO ' 


THE) | How ABOUT SELLING MoosE MILK ? : 
VEVISION2.WEZL BUILD.A WHOLE TV 

SHOW AROUND OUR SUPER SALESMAN? LEE 

GOODMAN--- 
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(MAY | PRESENT J.P PRANCER OF 
PRANCER NON-FAT MOOSE MILK CO... 
INCE YOU FOLKS ARE FooD 


SPECIALISTS » MAYBE You COULD 
HANDLE HIS ADVERTISING--- 
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WNBQ LEADS) 
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First Chicago station to develop a distinctive style of 
creative local programming, with products of its “Chi- 
cago School” graduating to network status... 

First Chicago station to run a regular weekly commer- 
cial television program ... 

First Chicago station to transmit in color .. . 

First Chicago station to use color film projection . . . 
.First Chicago station to run a regularly scheduled, live, 


all-color show . . . 


THE 


Now wNnsQ leads again! Beginning April 15th, wNBQ 
goes all-color — the world’s first all-color TV station. 


With new color equipment and enlarged studio facili- 
ties, WNBQ converts all its live local studio production to 
color — supplementing the national color break-through 
which RCA is backing with a $70-million investment 
and which NBC is pushing forward with its heavy 
schedule of network shows in color. 


COLOR TV IS HERE! And the lessons learned, the 


























AGAIN, 


techniques developed in this Chicago pilot operation 


will be made available to every television station inter- 
ested in advancing color television as a regular service 
to the public and to advertisers. 


On the next page, you'll find a list of Mid-America’s 
TV favorites now on view in full color over wNRQq. This 
rainbow of programming leads to a pot of gold for 
audiences — in the shape of exciting new entertainment 
values. And for advertisers — a colorful new framework 


VITH 
VORLD’S FIRST 
STANION! 














for their messages and a perfect testing ground for 
the techniques of displaying their products in color. 


Show business serving all business — that’s WNBQ’s spe- 
cialty in America’s 2nd richest market. 


WNBQ 


QQ3TELEVISION IN CHICAGO 


a service of ea represented by NBC Spot Sales 





WNBQ. 


COLOR 
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BROADCASTERS ARE CORDIALLY INVITED... 
While you’re in town for the NARTB Convention, 
we hope you'll drop into WNBQ’s new Color 
Exhibition Hall in the Merchandise Mart. 

You'll find a visit well worth your while. 


JULES HERBUVEAUX 
. Vice President and General Manager 
WNBQ-WMAQ, NBC Chicago 
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Year After Year 


PREFERRED BY CLIENTS 
ACCLAIMED BY CENTRAL 
OHIO VIEWERS 


Preferred! WDMS-tV carries 60.2% of all 
client and agency owned national and 
syndicated film shows seen in this area. 







Year after year produces product sales 
records that result in program re- 
newal business. For example, 
there are four sponsors who 
have successfully been using 
whns-ty for four uninter- 
rupted years, and two others 
now in their third year. 















Central Ohio viewers acclaimed 
these shows with dominant tune-in 
ratings, far over-shadowing the 2 
other competitive stations, 


FOR HIGH SALES RETURNS 
MAKE WBNS -TV 
YOUR STATION TOO 


whns-tv 





CBS-TV_ Network 
. . » Affiliated with 
Columbus Dispatch 
General Sales 


channel 10 
° Office: 33 N High 
columbus, ohio] ¥,>.csevrep 
Y 


BY BLAIR TV. 
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IT’S HIGHER THAN THE EIFFEL TOWER! 


1042 feet above ground... 


1130 feet above average terrain... 


2049 feet above mean sea level... 


Here's the KCMO-TV advantage in the Kansas City 
metropolitan and Mid-America market. 


Write today for KCMO-TV‘s colorful new brochure with 
the latest coverage data. Address: KCMO-TV, 125 E. 
31st St., K. C. 8, Mo., or contact your nearest Katz man. 








Pulse *Proves 
WWVA TOP MAN 
on the VOTEM POLL 


st In LISTENING AUDIENCE in this 43-county 
survey: Triple the listeners of the next area 
station! 


st In EACH OF 504 PROGRAM PERIODS morn- 
ing, afternoon and night, seven days a week! 


Market . . . vibrant with new industry . . . lusty 


|" In the sky-rocketing Wheeling Metropolitan 
with buying power! 





WWVA SUPREME WHERE 5 MILLION PEOPLE SPEND 5% BILLION DOLLARS 





















purse [MONDAY THRU FRIDAY SATURDAY SUNDAY 
1955 | MORN, | AFTN. MORN. | AFTN, | NITE 
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These counties are the center core of the WWVA coverage territory. You have complete domination 
with WWVA—ONE Station—ONE Billing PLUS a bonus audience in 29 additional counties. 


SALES OFFICES: 
NEW YORK: Eldorado 5-7690 
© Tom Harker, V.P. 
National Sales Director 
e Bob Wood 
National Sales Manager 
CHICAGO: Franklin 2-6498 


e Paul Evans 


Midwest Radio Sales Mgr. 50,000 WATTS - CBS RADIO - 1170 ON THE DIAL 
SAN FRANCISCO: Sutter 1-8689 COVERING THE HEART OF INDUSTRIAL AMERICA FROM 


® Gayle V. Grubb 


Pacific Coast Radio Sales Mgr. WHEELING, W.VA. 


NATIONAL REPRESENTATIVES: 
¢ John Blair & Company 
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APRIL, 1956 


49 NEW BUSINESS 


Every product group gives sponsors 
to tv, but the food field gives most 


52 THE TYPICAL TIMEBUYER 


Measuring the composite buyer 
by weight, worries and worth 


54 SOLD ON FILM 


56 


~ 


Food, automobile and beer advertisers 
are the best buyers of half-hour films 
HOW VIEWERS VOTE 


The before and after effects of tv 
on public feeling toward politicians 


58 BEE ARNEY 


60 


Popular NARTB official to retire 


after the current, 34th convention 


HARDWARE AND BUILDING SUPPLIES 


Video and do-it-yourself bring 
boom to home and domestic repair 


62 TRAVELING MAN 


Station executives cover 
myriads of miles in a year 


76 FILM CLOSEUP: ATV PRODUCTIONS 


How the film commercial company 
grew from phone booth to sound stage 


Cover: Anthony Saris 


DEPARTMENTS 


7 Publisher’s Letter 87 Washington Memo 


Report to the readers 


Pending tv legislation 


35 Tele-scope 9 Wall Street Report 


What's ahead behind the scenes The financial picture 


39 Business Barometer 101 Spot Report 


Measuring the trends 


Digest of national activity 


47 Newsfront 135 Set Count 


The way it happened 


Market-by-market figures 


65 Film Sales 136 New Stations 


The month’s contracts The openers’ openings 


78 Network Schedule 149 In the Picture 


The April line-up 


Portraits of people in the news 


82 On Film 152 In Camera 


Suppliers, service news 


The lighter side 








“JAX” AND THE BEANSTALK 


Jacksonville has grown 
into a market of 394,000 
inhabitants, a market- 
place for 700,000 more; 
it’s the mail address of 
WMBR-TY, which 
reaches more than 
350,000 tv families in 68 
Florida and Georgia 
counties. 


WMBR-TV 


Jacksonville, Fla 
Channel 4 B: 


Operated by 


The Washington Post Broadcast 


Represented by CBS Televisior 
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Chemical plants on the Ohio River banks draw pure, high quality rock salt from deep 
beneath the surface. The salt is ideal for the manufacture of chlorine and caustic soda, 
important ingredients in a wide variety of chemical products. Columbia Southern, 
Allied Chemical, National Analine and Mobay Chemical are but a few of the major 
chemical companies now operating in the Ohio Valley. In 1954, $41 million was spent 
in new construction of these plants and it is expected that $63 million more will be 
spent in the next two years. 


Wheeling, the gateway to the midwest, is the focal point for 
retail sales, wholesale distribution and manufacturing in the area. 
Located on the banks of the beautiful Ohio river and on National 







THE BOOMING 
OHIO VALLEY 
AND WWVA 





Im the Wheeling area lies the nation’s only natural supply of coal sufficient for power 
production necessary for aluminum plants in the eastern United States. Here is the 
world’s largest stripping shovel operated by the Hanna Coal Co. New coal processes 
now make Ohio Valley power available at prices competitive with Hydraulic power. 
Projected underground mines fan out for 30 miles from the Wheeling area. 


In 1953 and 1954 generating facilities in the immediate Wheeling area were increased 
by 1,100,000 KW, more than was added to any other system in the nation during 
that period. In the next three years new power generating facilities will be increased 
another 1,000,000 KW s. 





point for 
the area. 
National 





Road, Route 40, Wheeling is the natural hub of a prosperous 
three-state market. In the foreground is Wheeling’s new multi- 
million dollar Fort Henry Bridge. 


Coal from the hills, salt from the earth and water from the 
river make the Wheeling industrial area the fastest growing 
industrial district in the nation. More than One Billion 
Dollars has been spent in the past five years for new con- 
struction and expansion of old. AND A BILLION MORE 
IS PLANNED FOR THE IMMEDIATE FUTURE! 

For 30 years WWVA, the Friendly Voice, 


dominant radio station, the ONE advertising medium 
completely serving the entire area. 













Steel flows into ingot molds every day in the big steel mills in the Wheeling district. In 
1955, the two major Ohio Valley steel industries paid out more than 160 million dollars 
in wages, an increase of more than 15% over 1954. Expansion will continue with National 
Steel, of which the Weirton Steel Corporation is a major division, and more than 200 
million dollars will be spent in the next three years. The Wheeling Steel Corporation 
has 65 million planned for expansion in the next three years 


This dominance and leadership is proved once again 
by the recent listening survey made by PULSE, Inc. 
43 counties surrounding Wheeling were surveyed and in 
every instance WWVA was the favorite station by a wide 
margin. WWVA ranked first in every quarter-hour sur- 
veyed from 6:00 am to 12 midnight, seven days a week. 
Every hour, every day, WWVA topped them all. 

THE WHEELING AREA...a BOOMING STORER 
MARKET ...served by WWVA. 


has been the 













wsPD 
Toledo, Ohio 


wuw wJBK 
Cleveland, Ohio Detroit, Michigan 


WAGA 
Atlanta, Georgio 


werRc wwva 
Birmingham, Alobomo Wheeling, W. Virginio 


Miomi, Florida 


WSPD-TV WXEL-TV WJBK-TV WAGA-TV 
Toledo, Ohio Cleveland, Ohio Detroit, Mich 


WBRC-TYV 
Birminghom, Alo 


KPTV 
Portland, Ore 


woGss-TVv 


Atlante, Go Miomi, Fla 








TOM HARKER—vice-president in charge 


BOB WOOD—national sales manager 
SALES OFFICES 


LEW JOHNSON—midwest sales manager ® 230 North Michigan Avenue, Chicago 1 @ Franklin 2-6498 
GAYLE V. GRUBB—vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco ® Sutter 1-8689 


The Ohio River provides manufacturers and basic industry with low cost 
transportation to 60% of the nation’s population. During 1955, more than 
60 million tons were shipped on the river and it is estimated that tonnage for 
1956 will top 85 million tons. Railroads plan $20,000,000 for improvements 
fo meet the area’s booming industry. 









f 
saleamans 118 East 57th Street, New York 22 © Murray Hill 8-8630 







Recent influx of primary aluminum plants means hundreds of new companies 
will spring up to process and fabricate the product.Olin Mathieson has 
begun construction of a new 250 million dollar basic plant which will create 
at least 3,000 new jobs. It will be the world’s first fully integrated aluminum 
plant and will be so huge that new coal fields and power plants are being 
constructed to serve it. 





“| find 
newspaper 
listings 

an effective 
measure of 
TV coverage” 


says DOUGLAS HUMM 
Time Buyer 
CHARLES W. WHITE Co. 


“WNHC-TV's _ listings 
in nearly one hundred 
newspapers in Conn., 
Mass., and New York 
is my cue that this sta- 
tion rates with almost 
a million TV families. 
Canny newsmen hitch 
their circulation to 
WNHC — television's 
brightest star in the 
rich Southern New 
England market. Their 
readers demand it. With 
that kind of coverage 
and viewer loyalty 
WNHC-TV is really 
a buy!” 


Represented by Katz Agency, Inc. 


COVERS CONNECTICUT COMPLETELY 
316,000 WATTS MAXIMUM POWER 
Pop. Ser. 3,564,150--TV Homes 948,702 
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Profitable Hour 

. . . I must confess that I spent a 
very interesting and profitable hour in 
reading your good book. 

Your coverage of the color situation 
was particularly interesting. 

ArTHuR T. Fatt 
President 
Grey Advertising Agency 
New York City 
Color Potential 

I have gone over the February 1956 
issue of TELEVISION AGE rather care- 
fully and noted particularly the articles 
on pages 41, 44 and 46. There seems 
to be a uniformity of concise, intelli- 
gent writing in all three articles. 

We are glad to see a well-presented 
“Color Forecast” which seems to re- 
flect very accurately present day think- 
ing on the future potential of sales of 
color television receivers. 1 was par- 
ticularly pleased to note the sensible 
appraisal on color rates. There has 
been quite a bit spoken and written 
about high production costs, that tends 
to discourage to some degree adver- 
tisers from giving serious considera- 
tion to color advertising on television. 
Of course, the networks are in the 
embryonic stages of an historic record 
of production and other costs. We all 
have much to learn along these lines. 
However, these costs appear to be 
settling down to a very reasonable 15 
per cent to 20 per cent above black 
and white costs. 

I think that these articles will do 
much to help give a better and more 
complete understanding of the condi- 
tions and problems in the field today. 
My congratulations to you and your 
editors on an excellent job. 

J. M. Witt1aMs 

Manager 

Advertising and Sales Promotion 
RCA Victor Television Division 
RCA, Camden, N. J. 


Sports Paper To Reprint 


. - We appreciate very much your 
kindness in allowing us to use this 


copies. 


material (“Baseball score,” TV AGE, 

March 1956) which, of course we are 

carrying with full credit to you. We 

would like to receive your publication 

regularly and would appreciate your 
entering our subscription. 

J. G. TaYLor SPINK 

The Sporting News 

St. Louis, Mo. 


Daytime Ratings of Interest 

All of us at WTvJ are very much 
impressed with your feature “A Look 
at the Daytime Audience” which . . . 
appeared in your January issue. Please 
send me 12 additional copies. 

Let me again compliment you on 
the type material you are featuring in 
TELEVISION AGE. It is most construc- 
tive and beneficial to the sales depart- 
ment of a station. 

Joun S. ALLEN 

Vice President and 
General Sales Manager 
wtvJ Miami 


Certainly appreciated “A Look at 
the Daytime Audience” 
like to have each 


would 
of our salesmen 
armed with this material if you would 
be good enough to send me six more 


Joun F. Prva 
Vice President Television 
wxyz Detroit 


International Exhibit 

The Bureau of Foreign Commerce is 
participating in 7 international trade 
fairs through June of 1956. Each trade 
mission assigned to the fairs will be 
accompanied by a library of trade, 
business publications and directories 
for display and for reference material 
at each fair. Last year through the 
generosity of many of the publishers 
of this country our commercial library 
was exhibited and used with tremen- 
dous success. .. . 

Upon termination of each fair the 
commercial library is turned over to 
the commercial officer of the American 
embassy or consulate in the fair coun- 
try. These publications continue to 
work many months after the exhibition 
is over... . 

We would appreciate, if it be at all 
possible, your sending us 21 copies of 
each of your publications, 3 for each 

(Continued on page 23) 








Honolulu is thought by many as 

LilcMe (clile MRL TA-XoLLicL (lle MmlcLiticel 
beauty, of hula girls, palm trees, steel 
guitars and broad stretches of beautiful 
beaches. To be sure, Hawaii has 


these — and a gréat deal more. 


This is part of the legend and 

the color that is Hawaii. But the facts 
ola Mitel Mm coreloh Maoh szell Melile Mir mae! olilelh 
Honolulu, is a booming dynamic 
area with diversified industries and 


a growing, stable economy. 


It is an important market serviced 

by KGMB-TV, the CBS outlet for the 
Islands and its two sister satellite stations 
KMAU in Maui and KHBC-TV in Hilo 


.... serving 


The facts presented are taken from 

the latest Department of Commerce 
study of Hawaii. They demonstrate 
why KGMB-TV and the Hawaiian market 
are basic for the promotion of your — 


products. Here are the facts. 
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Hawaii's expanding population of 500,976 
people gives it a rank of the 28th largest U. S. 
market. Hawaii has 132,500 families. 





Hawaii has personal income of close to a billion 
dollars a year. Hawaii's per capita — $1,704 
— income is larger than that in 31 states. Buy- 
ing power is $6,185 per family! 








Hawaii‘s total output increased almost 60 per- 
cent over a three-year period! This is what the 
Department of Commerce says: “Average prices 
during this period increased only 7 percent — 
so that the bulk of the large gains in income 
after taxes was translated into added purchas- 
ing power.” ; 





There is one car for every 2'2 residents in 
Hawaii. This compares to one for every four 
in the U. S. 
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Chanel? KGMB-TV 
Channel3 K MAU 
chonn KHBC-TV 


One Buy — One Price 
Covers All of Hawaii 





KGMB -TV 

and its 

satellite stations 

KMAU & KHBC-TV 
deliver the 

MOST complete 

coverage of 


the Hawaiian Islands. 











Station With ultra-modern studio and transmitter buildings and with an 
i Ree experienced staff KGMB-TV is equipped to give your commercial 
f acilities message added impact. With top programming, top news and 
sports, and top scheduling, KGMB-TV is the direct and productive 
and route to more than a half million prosperous Americans. You can 
reach them more effectively and more economically through 
staff KGMB-TV than through any other medium. 
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@ Streamlined studios of KGMB-TV assure advertisers of 
top production and unsurpassed facilities. KGMB-TV is @ Local live programming beamed to the @ Up-to-date studio equipment gives flex- 
the prestige operation of the islands. local tastes get unusually high ratings. ibility to the KGMB-TV program structure. 





@ Local favorite is Kini Popo, the weather man, @ Sports events get a big play and big audiences @ On-the-scene special events pick-ups 
one of the most popular shows in Hawaii. among the island sports fans. get special KGMB-TV attention. 


Ask your Peters, Griffin, Woodward man to screen the color film 


“The Islands’ Market Story” for you. It's packed with facts and information. 


KGMB -TV Hawaii 


Represented by Peters, Griffin, Woodward, Inc. * First in ratings * First in coverage * First in programming 





@x«ems -TV Channel 9 * Honolulu 
Hawaii’s First TV Network QQ KAMU civcrrss-sa 
KHBC —TV channel 9 * Hilo 
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CBS - ABC - NBC 


You can’t sell 
rich Middle Georgia 
with Atlanta TV! 





YOU NEED WMAZ-TV 
TO REACH THE FAST- 
GROWING MIDDLE 
GEORGIA MARKET 


Believe it or not, Philadelphia is 
actually nearer to New York than 
Atlanta is to Metropolitan Macon, 
capital of the Middle Georgia 
Market! So naturally, you can’t 
expect an Atlanta station to get 
the sales results you want in this 
rich area. 

In the 47 county Middle Georgia 
area, WMAZ-TV is the hands- 
down favorite! No outside TV sta- 
tion has—or can claim to have— 
adequate penetration of this pros- 
perous market. So prosperous, in 
fact, that $388,620,000 was spent 
in retail stores in this area last year! 

Get a bigger slice of this sales 
pie for your products. Make 
Middle Georgia a part of your 
marketing plans. And that means 
WMAZ-TV — Macon’s only tele- 
vision station—in the heart of 
Middle Georgia. 
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“CHANNEL 13 


Represented Nationally by 


AVERY-KNODEL, Inc. 











Letters (Continued from page 18) 


of the 7 scheduled fairs for the Spring 
of 1956.... 
Louis P. SANGIOVANNI 
Business Specialist 
U.S. Department of Commerce 
Note: Issues forwarded. 


G.E. Clarifies uhf Stand 

My secretary has just called my 
attention to the paragraph headed 
“Deintermixture” on the “Washington 
Memo” page of the March issue of 
TELEVISION AGE. 

The first paragraph of this portion 
of the “Memo” leaves the impression 
that we are proposing at this time that 
all television be transferred to uhf. I am 
enclosing a copy of Mr. W. J. Mor- 
lock’s comments for the General Elec- 
tric Co. on Docket 11532, and I would 
particularly suggest that you call the 
attention of whoever writes the “Memo” 
to the paragraphs that I have marked. 

I am also attaching a copy of my 
prepared statement, which I made to 
the Interstate and Foreign Commerce 
Committee, (the so-called Magnuson 
Committee) on March 2; and I particu- 
larly want to call attention to the clos- 
ing paragraph of that statement. 

What we have proposed is that we 
try to get this whole, complex, difficult 
subject out of the realm of politics and 
consider it objectively from the stand- 
point of the long-range good of the 
public and, incidentally, of the tele- 
casters themselves. ‘There are obviously 
economic consideraiions in any change 
of allocation that might be made, but 
we do not believe that they are 
insurmountable. 

In closing, there is one other state- 
ment in the current “Memo” on which 
I want to comment, and that is the 
statement that the cost of converting 
from vhf channels would be “minor.” 
I have some figures on that also and 
the indications are the cost of convert- 
ing to vhf would at least approach that 
of converting to uhf. We do not be- 
lieve that the one or two dollars men- 
tioned loosely by someone in testimony 
before the Commission is anywhere 
near right. 

Pau L. CHAMBERLAIN 
General Manager 
Broadcast Equipment 
General Electric Co. 


(Continued on page 26) 











WHAT'S JOE UP 
TO NOW? 


Joe Floyd’s new KELO-tv tower 

in Sioux Falls is up to 1,032 

feet—the tallest structure of 

any kind in the entire midwest. 
Remember—that’s the new KELO-tv 
tower alone. Add Floyd’s neighboring 
KDLO-tv and you get MORE THAN 
1800 FEET OF TOWER beaming 
your product image into the great 
‘4-state money belt.’ 


THE BIG TV COMBO 


orma 





COVERING SOUTH DAKOTA, MINNESOTA, 
IOWA, NEBRASKA 


ELOY 


JOE FLOYD, president 





EVANS NORD, gen. mgr. 
LARRY BENTSON, v-p. 


NBC PRIMARY 


| represented by H-R TELEVISION 
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a 
wonderful 
new 

tv 
film 
series 


FOR REGIONAL AND LOCAL ADVERTISERS... 


...39 HALF HOURS MADE ESPECIALLY FOR TELEVISION 


When Clooney sings, your sales hum! Here — only for syndication — is the 





greatest film series ever made . . . starring the unique charmer 
whose records have sold over 14,000,000, and whose 
dazzling co-star performance in “White Christmas” 
has helped that film break all records for a musical! 
Here at last is Rosemary Clooney in her own wonderful 
musical-variety show, with top-of-the-top talent like the Hi-Lo’s 
and Nelson Riddle and his orchestra . . . plus a host of 
famous guest stars. TV’s happiest half hour — call MCA today! 


Sold (pre-release) in fifty-seven cities to Foremost Dairies, Inc. 


America’s Distributor of Television Film Programs 


FILM SYNDICATION 















SHREVEPORT’S 


o 


TY NEWS & 
WEATHER 
are on 


DON OWEN, 
KSLA-TV News 
Director 


= 


AL BOLTON, KSLA-TV Weatherman 


VA at the weather board. 








6:00 PM NEWS 
AND WEATHER 
KSLA-TV.... 24.8 
Station B ....5.9 


10:30 PM NEWS 
AND WEATHER 
= See 9.5 
Station B ....3.8 











Based on ARB Survey on television 
viewing — week of October 9-15. 

© Full time local film photographer 

© Full time local reporter 

© A. P. Wire Service 

© Direct wire to U. S. Weather 
Bureau 

© Proven audience acceptance 


Full Power Basic CBS-TV 


See your Raymer man 
for full details. 


KSLA 


FIRST IN SHREVEPORT, LOUISIANA 
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Letters (Continued from page 23) 


Would like to say, by the way, that 
your annual 1956 yearbook issue was 
just as easy to follow as every monthly 
issue is. ... 

Jerry REYNOLDS 
Cleveland 

Useful 
. we have enjoyed your publica- 
tion. Although it is not distinctly in 
the field of educational radio and tele- 
vision, it is certainly a useful adjunct. 
C. J. STEVENS 
Director Radio and Television 
The University of Kansas City 


Welcome and Valuable 


TELEVISION AGE is a welcome and 
valuable periodical in our tv copy 
department and I’m never too busy 
to browse through it. 

Gorpon WEBBER 
Benton & Bowles Inc. 
New York City 


Uhf Article Concise 


. . . the story on uhf is one of the 
clearest and most concise ever pre- 
sented. In fact far superior and clearer 
than all other attempts at clarifying 
a perplexing situation. 

Tuomas P. CHISMAN 
wvec-tv Hampton, Va. 


Coronet Likes Magazine 
Coronet Magazine covers a great 
number of publications to find items 
and short articles suitable for reprint- 
ing. On occasion we have come across 
your publication and have read it with 
considerable interest. . we would 
be pleased if you would put us on 
your mailing list. 
Patricia GATELY 
Coronet Magazine 


New York City 


Hotel Success Stories 
I have some reprints from TV AGE 
entitled “The Bakery Business,” “Banks 
and Savings Institutions,” etc. I have 
found these reprints to be very useful. 
I am now wondering if you have any 
reprints regarding hotel information? 
M. C. MILLs 
WNEM-TV 
Bay City, Mich. 
Note: A product group article on use of 
(Continued on page 31) 
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.--and how we love it! 


Here’s why—in 58 out of 60 
quarter-hour periods between 
3:30 and 6:30 p.m. (Mon. thru 
Fri.) WNDU-TV has the sop- 
rated* programs. 

What’s more—over half the 
weekday programs between 
3:30 and 11:30 p.m., both net- 
work and local, are now on 
WNDU-TV. 

These gains reflect the pro- 
nounced success of WNDU-TV 
in all rating periods. More 
proof that your advertising dol- 
lar does a better job in the 
South Bend-Elkhart market 
with WNDU-TV... for full de- 
tails call Meeker today! 


* Source: ARB February 8-14 






WNDU-TV 


CHANNEL 46 
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VV en it comes to coaxing dimes from purses, the Pepsi-Cola Bottling 
Company of Huntington is used to success. Yet even its eyebrows arched in 
amazement recently after totting up some figures. 


With television—and only WSAZ-TV—this company raised to a new sales 


peak during 1955. In fact, by percent, it topped all 79 cities in an entire six-state 
sales region! 


Ps. WE GOT THE RAISE... 


That’s what the man who owns the Huntington Pepsi-Cola Bottling Company 
says. He credits WSAZ-TV with a lion’s share of responsibility for this 1955 
raise in sales. “And,” he adds, “I intend to continue TV advertising in the future.” 


Happens all the time here in our Industrial Heart of America. Advertisers 
know that WSAZ-TYV, all by itself, can do a phenomenal job of tapping the four- 
billion-dollar buying potential in our five-state area—a rich realm where 
WSAZ.-TV is a dominant influence. 


Hoisting sales curves is a WSAZ-TV specialty. Give yours a lift by calling 
the nearest Katz office today! 









Huntington- 
Charleston, 
West Virginia 
CHANNEL 3 
Maximum Power 
NBC Basic 


NETWORK 
affiliated ABC 


":¢ &82 793 8:30 @ 
also affiliated with Radio Stations WSAZ, 
Huntington & WGKV, Charleston 
Lawrence H. Rogers, Vice President and 
General Manager, WSAZ, Inc. 
represented nationally by 
The Katz Agency 
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THE 
AUDIENCE 
Hitter built his infamous career on his power HE NEVER | 
to move audiences — first a handful of rowdies . H 
in a Munich beer hall; at the end, tens of thousands cheering themselves AN 
into hysteria at Nuremberg. But for his greatest single audience, reducing all the rest 


to insignificance, Hitler had to wait — had to wait until ten years after his death. 


On Wednesday, March 14, in one single hour on NBC Television, Hitler ranted and 


postured before some 34,000,000 Americans—the largest audience ever to see a single 


documentary program on any network. Only a few days earlier, another ambitious 


tyrant, Shakespeare’s ‘Richard III,” enjoyed an equally astounding post-mortem 
success on NBC. Together, the two programs constitute a stunning endorsement of 


the mass audience appeal of NBC’s quality programming. 


66 
a he Twisted Cross” is one of NBC’s exciting Project 20 Events on the currents 


and eddies of the 20th Century. Produced by Henry Salomon, scheduled at peak 
viewing hours, these unusual programs bring new force, new vigor to a sponsor’s 


advertising. More Project 20 Events are in preparation on the network where... 


ng thi we happening NiBIC T IN 
































Basic Coverage 
Where It Counts 


“Where it counts” is WLAC-TV’s vast 
multi-market area—which includes not only 
the important Nashville market but many 
cities and towns in the 3-state chunk of 
geography served by WLAC-TV’s 
full power and 1179 foot tower. 
WLAC-TV’s total service area includes 
2,601,300 people, 726,300 families, and 
more than 400,000 tv homes. 
Fully documented data (proof available 
upon request) shows 357,387 tv homes within 
WLAC-TV’s ARB Area Survey 
and Measured .1 mv/m Contour. 
Buy the maximum—and sell the maximum! 
That means only one station 
hereabouts—WLAC-TV. 


The South’s Great 
Multi-Market Station 





WLAC-TV 


NASHVILLE, TENN. 
CBS Basic Required 
T. B. BaKEr, JR. 
Executive Vice-President 
and General Manager 


Rosert M. REuScHLE 
National Sales Manager 


Tue Katz AcGENcy, INc. 
National Representatives 
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NOW XETV 


Channel 6 | 
CARRIES THE 
SURE-FIRE 
PROGRAMMING 
of the 





ABC NETWORK 


IN THE BILLION-DOLLAR 
SAN DIEGO MARKET 


When a top independent joins 
forces with the ABC Network, 
you can get spectacular adja- 
cencies at LOWEST COST-PER- 
THOUSAND! Ask The Weed 
Boys for the complete, fabulous 


story! 





XETV 


Julian M. Kaufman, V.P. & Gen. Mgr. 
General Offices — 4229 Park Boulevard 
SAN DIEGO 4, CALIFORNIA 


Represented by WEED TV 


| Letters (Continued from page 26) 


tv by “Hotels and resorts” is scheduled for 
the June issue of TV AcE. 


You’ve got a fine magazine. 


LAURENCE JOACHIM 
Tv Merchandising 
New York City 


Product Group Series 

. would appreciate your sending 
us 50 more copies of the “Homebuild- 
ers and Real Estate” reprint. 


WiLure WILSON 
Local Sales Manager 
wow-tv Omaha 


1 should like to compliment you on 
the comprehensive manner in which 
the subject (“Jewelry Stores and 
Manufacturers” Tv AGE, February 
1956) was covered. With your per- 
mission, | should like to quote excerpts 
in an upcoming issue of this magazine. 

Morton R. Saretr 
Editor 

Vationa!l Jeweler 
Vew York City 


The February issue of TELEVISION 
\GE . . . certainly included a lot of 
interesting material. 

Sam Cook Dicces 
WCBS-TV 
New York City 


General Manager 


Success of newspaper weekly 
the New York Herald Tribune 
and Chicago Sun-Times televi- 
sion program guides has led the 
Washington Evening Star to en- 
ter the field. The 103-year-old 
Capital city newspaper began 
publishing the guide as a part 
of its Sunday paper in March. 
Called TeleVue the publication 
covers the complete 
through-Saturday tv program- 
ming in the four-station Wash- 
ington market. TeleVue is 7” by 
10” with four-color cover printed 
on 60 pound coated stock. The 
28 inside pages are newsprint. 
Bernie Harrison, tv-radio editor 
for the newspaper, edits the book. 


Sunday- 
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Oklahoma’s Biggest 
TV Coverage 


ore Evidence that 
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CHANNEL 


FRED L. VANCE, Sales Manager 


tat! KLAHOMA CIT ¥ ed EDGAR T. BELL, Executive Vice. President 





Represented by 


asi na r=-imacé ? bss AVERY-KNOD 





9,395,820 people watched’ 


“ 


on WOR-TV’s “MILLION DOLLAR MOVIE” 


- an unduplicated rating of 79.7 ! 


The king-sized audience attracted by “King Kong” is 
phenomenal. Never before in N.Y. Television history 
has a program had an audience of over 9,000,000 
total unduplicated viewers! 

The size of the audience to “King Kong” is another 


tribute to “MILLION DOLLAR MOVIE” where quality 


WO R-TV channel bee 


Source: Special N.Y. Telepuise Survey covering week of March 5-il 
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product is presented week after week... where the 
largest New York television audience gathers week 
after week. And it represents atrue bonus for sponsors 
who consistently reach more people than any other 
TV sponsors, and who, with special features like “King 


Kong,” reach the phenomenal “almost everybody.” 


The home of 
“MILLION DOLLAR MOVIE"— 
NY's top-rated TV program 
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wars aero somo mc sees PELE-SCOPE 


Ferfected Tape System 

A demonstration of a perfected system of magnetic tape 
recording of television has been promised for the NARTB 
convention by a west coast manufacturer. First reports 
promise that this latest development solves all of the prob- 
lems which have beset experimenters in tv tape recording 
since the idea was first advanced several years ago. 


National Brewing Likes Baseball 

National Brewing Co., brewers of National Bohemian 
Beer, will have a four-base coverage of baseball this com- 
ing season. In addition to fuil sponsorship of the major 
league games in Baltimore and Washington (see TV AGE, 
March, 1956), the company is sole sponsor of all home 
and Sunday games of the Miami (Fla.) Marlins over 
weBs-Tv and wtvjJ Miami, and is looking to place 
these telecasts in other markets. Also, National has one- 
third sponsorship of the Atianta Crackers telecasts over 
w.w-a. Louise Crocker is the timebuyer. 


Personal Portable May Hurt Radio Sales 

General Electric’s 13-pound, 9-inch “personal” television 
receiver to sell under $100 is expected to reduce consider- 
ably sales of portable radios this summer and fall. Man- 
ufacturer points out that tests prove the entire line of port- 
able receivers is virtually indestructable and sales last year 
indicate the widespread interest in a portable set. Balance 
of portable line includes a “giant” 17-inch portable which 
will weigh only 32 pounds and sell under $150 and the 
present 14-inch set. Manufacture of the 14-inch set last 
year was near to half a million units. 


Spot Placements in Boston 

Even now Boston is a hub of spot planning for fall. Bad- 
ger and Browning & Parcher are mapping campaigns for 
the candy firm, W. F. Schrafft & Sons Corp. and Parker 
Brothers, Inc., manufacturers of games. The Parker acti- 
vity is expected to be concentrated in midwest markets, 
starting in Sept. and running through Christmas. Franklin 
S. Browning, treasurer and account executive, is the con- 
tact. The John Dowd agency is working on a tv spot bud- 
get set for the fall by Appian Way Pizza Pie Mix. William 
H. Monaghan, media director, is the timebuyer. 


NBC Negotiates for Henry 

Still in a royal flush over its success with its filming of 
Richard 111, NBC Television Network is now negotiating 
for the J. Arthur Rank full-length film feature Henry V, 


Sir Laurence Olivier again in the title role. 


Canning Co. Schedules Piaced 
Another Boston agency, Daniel F. Sullivan Co., Inc., 


has placed schedules for F. H. Snow Canning Co., in Cleve- 
land and is adding other major markets. Walter K. Munroe 


is the contact. 


Toy Makers To Expand Tv 

Two toy manufacturers, currently spotting in New York 
area only, are planning to extend coverage. Pico Novelty 
Co., maker of Klik-Klak Blocks, now using watv New- 
ark, intends to go into more markets, both large and small, 
soon. Ovesey & Straus, Inc., N. Y. is the agency; Milton 
Stanson, the timebuyer. Transogram, Inc., which pro- 
duces 250 plastic toys, is in tv for the first time with min- 
ues on WPIX. Transogram is promoting only two or three 
toys in this campaign. Lester Harrison, Inc., N. Y. is the 
agency, Robert J. Weil, vice president, the contact. 


Sears To Introduce Color Set 

Sears, Roebuck understood to be introducing a 21-inch, 
console, color receiver this month, probably to coincide 
with NARTB convention. Set will bear Sears’ tradename, 
Silvertone, which is produced by Warwick Manufactur- 
ing, Chicago. To be available in Chicago area only—at an 
undisclosed price—the color receiver is reported limited to 
that city “mainly because of the proposed expansion of 
color programming by this city’s WNBQ.” 


General Cigar Buys More Film 

General Cigar Co. has been picking up additional half- 
hour film series for Robert Burns Cigars. The company is 
sponsoring MCA Film Syndication’s Federal Men in De- 
troit; one Ziv series, ] Led Three Lives, in Los Angeles and 
another, Man Called X, in Schenectady and Washington. 
George Hoffman is the timebuyer. 


Frigidinner in New Markets 

Frigidinner, Inc., precooked frozen meals, already tv 
spot active in Philadelphia, Wilmington, Cleveland and 
Detroit, is looking to expand to other markets. Hening & 
Co., Inc., Philadelphia is the agency, William Neville the 
timebuyer. 


Kool-Shake Expands 

Perkins Products Co., a subsidiary of General Foods, is 
following up its test in six midwest cities for Kool-Shake 
(see Jan. 56 Spot Report), with, according to company 
officials, “the heaviest advertising campaign ever put on 
for a drink mix.” Three network tv shows are listed as 
part of the overall advertising program. They are NBC's 
Fury which will carry Kool-Shake announcements each 
week starting May 5 and running through September and 
December Bride on CBS where the product will be plugged 
during June, July and August. The third tv show, on ABC- 
TV, will be announced soon. 
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PARADE 
OF ) 
HOLLYWOOD 

PERSONALITIES 


Lloyd Bridges 
Thomas Mitchell 
Howard Duff 

John Ericson 

Don Taylor 

Ricardo Montalban 
Robert Newton 
Angela.Lansbury 
James Whitmore 
«+.and many others 


A NEW STAR 
EACH WEEK 
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The first network dramatic 
anthology of first run films in 

oe syndicated television . . . new, 
all new, top quality productions—in an anthology 
which brings you “inside STAGE 7” to see Holly- 
wood’s stars in dramatic stories: comedy, ad- 
venture, romance, real life. 


Lifted from the network, the 
- smace 7 continuing series is now being 
produced exclusively for local or 


regional advertisers ... the first time you can have a 
big-time network success—which got highest Niel- 
sen, Videodex and ARB ratings—produced for you 
first run for market-by-market use. 





PRE-PRODUCTION SALE! 








STANDARD OIL OF CALIFORNIA BUYS WEST COAST 








































am de: Jelevision Programs of America, Ine. 


for higher sales through quality programs 


Other TPA quality shows which help you increase sales: 


LASSIE © ADVENTURES OF ELLERY QUEEN *® CAPTAIN GALLANT OF THE FOREIGN LEGION *© HALLS OF IVY *® COUNT OF MONTE CRISTO * 
RAMAR OF THE JUNGLE © FURY ® SUSIE © EDWARD SMALL FEATURES * YOUR STAR SHOWCASE *® SCIENCE IN ACTION ® AND ON THE WAY: 
TUGBOAT ANNIE © HAWKEYE — THE LAST OF THE MOHICANS *© NEW YORK CONFIDENTIAL © ONE FALSE STEP... AND OTHERS YET UNTITLED 


First markets bought up before cameras rolled or stars cast. Sight 
unseen, one of America’s finest regional sponsors, The Standard Oil 
Company of California, through Batten, Barton, Durstine & Osborn, 
reserved STAGE 7 in 16 major markets in 9 western states, Hawaii and Alaska. 


You can be the first in your market with STAGE 7. Wire collect right 
now for an advance private screening or to reserve your markets. 





477 Madison Avenue, New York 22 * PLaza 5-2100 @ Sales Offices or Representatives in Principal Cities 
Milton A. Gordon, Presi ent Michael M. Sillerman, Executive Vice President Edward Small, Chairman 
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Theirs is the most 





complicated simple business 


Television advertising is a very 
simple business. It’s nothing but showing 
people what you have to sell, and telling 
them about it. 


It’s the business of the men and women 
above—the Television Commercial De- 
partment of Young & Rubicam. 


But why are there so many of them? 


To do that simple business well is prob- 
ably the most complicated business in the 
world. It calls for more different abilities 
than any other part of advertising. 


So, what you see above are writers and 
supervisors, artists and art directors, film 
producers, musicians, “‘live’’ directors, 
stylists, color experts, and researchers. 


What you cannot see is their breadth 
and depth of experience. 
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in the world 


One man has had 20 years with a major 
Hollywood studio. Another had his own 
orchestra. There are ex-editors, authors, 
actresses, teachers, salesmen, illustrators, 
song-writers, fashion-writers and a bewil- 
dering assortment of other backgrounds 
represented. 


Result: a wealth of experience that can 
come up with the answers to almost any 
problem of words, music. pictures, or pro- 
duction. 


Plus the specialized ability to express 


those answers in fresh, exciting, dramatic 
ways. 

Plus the instinct for thoroughness in 
handling the hundred-and-one details 
that often makes the difference between 
average and great. 


When you add it all up, youcan 
see why a group like that pictured above 
has a better-than-average chance of turn- 
ing the complicated business of television 
into the simple, sound, sales-producing 
method of advertising it can be. 


Young & Rubicam, Inc. 
ADVERTISING 


New York « Chicago «+ Detroit 


« San Francisco « Los Angeles 


Hollywood « Montreal « Toronto « MexicoCity + London 
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Business barometer 


National spot television in January reversed the trend of the past two years to 
show a su.stantial increase where before there had been a decline. 








While local business was off this year from the January report in 1955, it was 
not down aS much as in January 1954. Network, like spot, was stronger 
than ever before. 


The exclusive Business Barometer report, compiled for TV AGE for the 28th 
consecutive month, shows that local billings for the industry were off 
—-7.5 per cent over December 1955, national spot increased by 2.5 per cent 
and network was up 4 per cent. 











LOCAL SPOT NETWORK 
- 
comparing January billings with December: ( +2.5 + 4.0 
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The continued strength of national spot has been noticeable throughout the fall 
anu winter. iun.s growth has been pointed out repeatedly in Business 
Barometer and is easily followed on the accompanying chart. (Also see 
"New Business," page 49.) 





While national spot showed a decline in December of -—4.6 per cent, this was 
much smaller than the decline of —8.3 per cent which spot showed in 
December 1954. 





The increase in January of 2.5 may be comparsd with the national spot drop in 
January 1955 of —3.2 per cent or the drop of -10.1 per cent a year earlier 
in January 1954. 





Network billings, too, showed considerable strength. The increase of 4 per cent 
over December may be compared with an increase of 1.5 per cent a year 
earlier in January or an increase of 1.9 per cent in January 1954. 
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Business barometer continued 





This network strength indicates the favorable picture in this category with 
ABC-TV's growing in importance and billings to more than make up for 
the fact that Du Mont can no longer be considered a network. 





The expansion of network television into the daytime hours has also added to the 
billings of all three networks. 





In local billings the change in January, a decline of —7.5 per cent over December, 
is very similar to the decline a year ago. In January 1955 the drop 
was —6.5 and in 1954 it was -10.1l. 





January is simply not as good a month for local advertising as is December when 
merchants are putting an extra push behind Christmas sales. The fact 
that the Business Barometer reflects this is only another proof of the 
reliability of its formula. 





Television as a whole finds itself a much bigger and more important industry from 
a billings standpoint than it was a year ago. A comparison of the 
point at which the various categories of billings found themselves in 
January a year ago with this January is shown in the figures on this 
page. 





Local is 29.9 per cent higher this January than it was in 1955. This shows the 
growth that local billings as a whole have enjoyed during the year. 
(It must be kept in mind that these 12-month percentages reflect the 
growth in total billings for all television and cannot be applied to 
any one station. ) 





LOCAL SPOT NETWORK 


increase from January 1955 to January 1956: (+ 57.9 | |+28.5 
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National spot, the division with the most spectacular growth, is up 57.9 per cent 
over a year ago, ard network is up 28.5 per cent. 





The average of smaller stations, those with annual billings of $500,000 or less, 
is near the rat'onal average in local billings but considerably ahead 
of the average in both national spot and network. 





Stations with billings of more than $500,000 but less than $1 million are under 
the national averages in local and national spot billings but slightly 
above in network. 





Stations with annual billings between $1 and $2 million show local billings about 
equal to the national figures, national spot of less than the national 
average and network business considerably greater than the national 


average. 





The next group, stations with billings between $2 and $3 million, is near the 
national average in all three categories. 





Largest stations, those with billings of $4 million and more, are above the 
national average in local and national spot and slightly under the 
average in network. 





The TV AGE Business Barometer is a month-by-month exclusive report based on actual 
billings figures from a scientifically prepared sample of television 
Stations. Confidential reports are made by the stations directly to 
Dun & Bradstreet. 





That Wall Street firm compiles the figures and submits the percentage of change 
in each category to the editors of TV AGE. 





The experience of more than two years has proved the method to be extremely 
accurate when TV AGE figures are compared to official FCC statistics 
upon their release. 
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The kind of big BOOM that’s rever- 
berating throughout our 11 industrial 
counties of the Upper Ohio Valley is 
more than sound (by either meaning of the 
word! ). Already based on a billion-dollar con- 
sumer income, it’s aiming even higher with nearly 
$500 MILLIONS NOW COMMITTED FOR IN- 
DUSTRIAL GROWTH IN THE NEXT THREE 
YEARS. 
The fast-expanding payrolls this creates are a 
bonanza for advertisers who woo-&-win the 
Steubenville-Wheeling market via its favorite 
television station. And “favorite” is the word, for 
Telepulse shows WSTV-TV top choice of viewers 











in the seven prime counties where two-thirds of this 
billion-dollar potential is found. 

Here, only WSTV-TV can deliver the volume TV 
audience you need to trigger mass sales — a coverage 
of 61% of the area's television families! 

WSTV-TV is strategically in plumb center of 
America’s most gigantic BOOM. It’s a fabulously 
profitable center to be in yourself. You can — now. 
Let Avery-Knodel reserve you a good spot on our 
fast-rolling bandwagon where you can beat 

the drum for what you seil! 


CBS-ABC AFFILIATE 








CHANNEL 9 
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EQUAL JUSTICE: 


one of a series of paintings 

of Washington by William Walton 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Represented by CBS Television Spot Sales 
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EQUAL JUSTICE »y William Walton. 
Fourth of a series of paintings of Washington 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Reprints of this series available on request. 
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RICHMOND, CHANNEL 12, CBS 


NATIONAL REPRESENTATIVE 


HARRINGTON, RIGHTER AND PARSONS 


NEW YORK * CHICAGO * SAN FRANCISCO * ATLANTA 











TAKE YOUR CHOICE OF SURVEYS 


February PULSE — 15 out of 15 Top Once A Week Shows 
Program Average 


Rating 
FEB. JAN. 
Phil Silvers WHIO Tuesday 49.8 47.8 
$64,000 Question WHIO Tuesday 48.8 50.3 
Godfrey’s Talent Scouts WHIO Monday 47.3 
I Love Lucy WHIO Monday 47.3 
Ed Sullivan WHIO Sunday 46.6 45.6 
Red Skelton WHIO Tuesday 45.0 42.3 
Navy Log WHIO Tuesday 44.5 40.5 
Climax WHIO Thursday 43.8 
Our Miss Brooks WHIO Friday 43.3 40.3 
Godfrey & His Friends WHIO Wednesday 40.9 38.0 
Burns and Allen WHIO Monday 40.3 
Highway Patrol WHIO Tuesday 40.3 38.5 
Jackie Gleason WHIO Saturday 39.3 36.8 
Mama WHIO Friday 38.8 36.5 
Alfred Hitchcock WHIO Sunday 37.8 38.5 


February ARB — 10 out of Top 10 Shows 


Rating 
I Love Lucy WHIO 54.8 
Ed Sullivan WHIO 48.7 
Godfrey’s Talent Scouts WHIO 48.7 
Lassie WHIO 44.0 
December Bride WHIO 42.8 
$64,000 Question WHIO 42.4 
I’ve Got a Secret WHIO 40.8 
The Millionaire WHIO 40.8 
Robin Hood WHIO 40.6 
Navy Log WHIO 40.4 


February PULSE — 5 Local* Shows in Top Ten 
Multi-Weekiy Shows. 





Program Average 
Rating 
FEB. JAN. 
Little Rascals WHIO .. Mon.-Fri. 23.8 20.2 
Reporter, Sports Desk WHIO Mon.-Fri. 21.5 18.3 
(6:30 P.M.) 
Front Page News WHIO Mon.-Fri. 16.5 17.1 
(11:00 P.M.) ; 
Movie Matinee WHIO Mon.-Fri. 16.0 
Tie Toc Shop WHIO Mon.-Thu. 15.9 14.6 


*Also — Patti Page (Nat'l spot) 
Search for Tomorrow (CBS) 


No denying it, in the great WHIO-TV service area, everybody, 
but everybody, has eyes and ears for WHIO-TV first. George 
P. Hollingbery can give you amazing figures about the size, 
wealth, and set penetration of this great audience. And don’t 
forget—to reach ’em and sell ’em, WHIO-TV is one of Ameri- 
ca’s great AREA Stations. 


Both Say WHIO-TV 
Gives You TOP Ratings! 


a * 
CHANNEL wr DAYTON, OHIO whio-tv One of America’s 


ces great area stations 
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TV COMMERCIAL DENSITY. 
“Television’s superlative selling ability 
has been achieved with relatively less 
‘commercial density’ than other me- 
dia,” Oliver Treyz, president of Tele- 
vision Bureau of Advertising, points 
out in commenting on critical barbs 
aimed at the medium. 

“If tv’s particularly 
newspapers — which are typically more 
than half commercial — are ‘irritated’ 
by the medium’s dynamic sales efficacy 
with a comparatively low 12 to 25 per 
cent commercial comment, the adver- 
tisers and the public certainly are not,” 
he continued. 


competitors, 


Pointing out various indications that 
the public responds affirmatively to tv 
advertising, Mr. Treyz mentioned that 
a TvB tabulation of Videodex findings 
for the fourth quarter of 1955 reveals 
that less than 3 per cent of the tv view- 
ing public finds evening commercials 
irritating and less than 2 per cent find 
daytime commercials irritating. 

The television trade group has just 
completed an election of officers for 
its second year. Those named are: 
Chairman of the board, W. D. Rogers 
Jr., president of Texas Telecasting, 
Inc., KDuB-Tv Lubbock; secretary, 
Roger W. Clipp, general manager, 
WFIL-TV Philadelphia; treasurer, Law- 
rence H. Rogers II, vice president and 
general manager wWSAz-Tv Huntington, 
W. Va. 

At the board meeting a TvB operat- 
ing budget of $700,000 was approved 
and larger space to accommodate the 
expanded personnel and stepped up 
sales program of the bureau was 
authorized. 

During the coming year the bureau 
plans to increase its selling activity in 
the retail field. A special retail sales 
manual is being prepared for release 
this month. 

Mr. Treyz pointed out that the bu- 
reau has now expanded its staff to 26 
employes and its membership to 197. 
During the final quarter TvB made 
142 sales calls on national advertisers. 

Board members present in addition 
to the newly elected officers were: 
Campbell Arnoux, wtar-Tv Norfolk; 


Otto P. Brandt, K1NnG-Tv Seattle; Ken- 
neth L. Carter, WAAM Baltimore; Don- 
ald W. Coyle, ABC-TV New York: 
Charles R. Denny, NBC, New York; 
Merle S. Jones, CBS-TV New York; 
Robert Lemon, wrttv Bloomington; 
Richard A. Moore, kttv Los Angeles; 
H. Preston Peters, Peters, Griffin, 
Woodward, Inc., New York; Henry 
W. Slavick, wmct Memphis; Robert 
R. Tincher, Kvtv Sioux City. Those 
unable to attend were Gordon Gray, 


General Teleradio, New York, and 


Lawrence H. Rogers, WSAZ-TV 
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Huntington, W. Va., re-elected TvB treasurer; 


uwvrmroe Mowsfront 


DATE BA 


color camera for live, in-studio seg- 
ments and one commercial, plus local 
news on color film. The show was 
Deadline with Herb Robinson, news 
editor; Keith Jackson, associate news 
editor, and Merle Severn, chief news 
cameraman. Severn has developed a 
new color-processing method so news- 
reel film can be telecast within two 
hours after it is shot. (See “On Film.”’) 

e WTvJ Miami celebrated its seventh 
anniversary by originating its first 
local colorcast live. The CBS affiliate, 






W. D. Rogers, Jr., KpuB-tv Lubbock, chairman of the board; Oliver Treyz, 
president, and Roger W. Clipp, writ-tv Philadelphia, secretary. 


George B. Storer Jr., Storer Broadcast- 


ing Co., Miami Beach. 


RAINBOW HUES. Television, like 
spring, is bursting into multi-hued 
splendor. Among the important color 
events last month: 

e Sylvania’s chairman and president 
Don G. Mitchell said his company, 
after “substantial progress” in 1955 
on simplification and improvement of 
receiver and tube designs, will begin 
commercial production of color tv sets 
Reporting 
a $13.8-million net on a sales volume 
of $307.4 million, Mr. Mitchell 
observed, “Color is definitely on the 
way . . . and industry production 
should increase sharply this year.” 

e KoMo-Tv Seattle telecast what it 
called the first color news program in 
the United States. Station used its new 


“in the very near future.” 


which has been carrying network color 
regularly, plans to start telecasting an 
hour of color each day, says Lee 
Ruwitch, executive vice president and 
general manager. “In addition to ex- 
panding that schedule, we will be pro- 
gramming late movies in color when- 
ever possible.” Concurrently, WTvJ is 
also holding a series of closed-circuit 
product demonstrations in color for 
the next three months. 

The first local live program, held at 
6:05 p.m., March 21, featured Mitchell 
Wolfson, station president; Mr. Ru- 
witch; Jack Shay, vice president in 
charge of operations, and John S. 
Allen, v.p. and general sales manager. 
Some 500 clients, businessmen and 
local civic leaders were among WTVJ’s 
guests. 

e Meanwhile, NBC was readying its 

(Continued on page 130) 
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CO QVttul accounl. 
JF NEWMAN McEVOY 





Phota by Fabian Bachrach 


‘‘When We Wish to Sell the Omaha Market, 
We Immediately Think of KMTV’’, 


says N. F. McEvoy, Vice Pres. and Media Director, Cunningham & Walsh, ‘New York. 


“KMTV offers top ratings, prime affiliation, broad coverage, an 
experienced staff and outstanding merchandising cooperation. No 
TV advertiser can afford to ignore such a combination; whether net- 
work or spot — it means advertising activated at the local level.” 


For years, KMTV has been the leader in Omaha — in ratings — 
national, regional and local spot business — and in color. With 
KMTV’s maximum power — low Channel 3 and the flat Nebraska- 
Iowa terrain, you get a big bonus of regional coverage in a market 
of over $2 billion buying income. 








oe Sess -_ 
KMTV MARKET DATA* 





Why not profit from the experience of many successful national atti 1,536,800 


and local advertisers? Contact KMTV or Petry today. Ao ER 
Buying Income. $2.236,230,000 
*1955 Survey of Buying Power 

































COLOR 4 MNT V. “ pot 
TELEVISION = 6 
CENTER IIfh qT Xa NS OMAHA 





ZZ Represented by 


CHANNEL 3 
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Television is attracting new advertisers from every product group 


Nw spot, fastest growing segment of bur- 
geoning television, is setting a record for 
bringing new business to the medium. 

The upswing begun in the fall and winter of 
1955 has continued into 1956 with undiminished 
vigor, even though the early months of the year 
are not traditionally strong for spot. 

TV AGE estimates that revenue to stations from 
national spot time for the fourth quarter of 1955 
was $75 million. Of this amount it is further 
estimated that more than $10 million came from 
advertising of brands which were not on spot tv 
during the same period of 1954 or in the previous 
quarter in 1955, 


In other words, $10 million of this spot revenue 
came from advertisers who were trying this kind 
of television as an advertising medium for the 
first time. 

For the full year of 1955 the Tv AGE estimate 
of national spot revenue from time sales is $236.7 
million. This figure was first published in January 
before reports to the Tv AGE Business Barometer 
(see page 39) were in for October, November and 
December. It is based on the actual revenue of 
stations and is comparable to the FCC official re- 
ports which will be made sometime this year. 

The Television Bureau of Advertising is ex- 
pected to announce this month their spot revenue 


49 

















estimate for the last quarter of 1955. 
Based on station reports made to the 
Rorabaugh firm, it is figured at the 
one-time rate, the same way that the 
Publishers Bureau _net- 
work reports are calculated. The re- 
sulting total is, of course, an index, 


Information 


but cannot be exact since most tele- 
vision buys are subject to quantity 
discounts of varying amounts. The 
TvB estimate is expected to be around 
$100 million for the fourth quarter. 
Virtually every product group en- 
gaged in selling merchandise was rep- 
resented in the $10 million in new 
business. TvB has found by actual 
count that there were over 1,200 brands 
advertised in the last quarter of 1955 
which were not on tv a year earlier. 
Many of these are new brands, 
offered by nationally known manufac- 
turers, others are old brands which 
used other kinds of advertising in the 
past. A number are products made by 
smaller companies which were too 
small for network television and had 
kept out of national spot for fear that 
it, too, might prove too expensive. 
Food, long the leading television 
ddvertising category, was the most 
important classification among the 
brands new to tv in the last quarter of 
1955. 
There were 135 food brands among 
the new television advertisers. 
Biggest campaign, from the stand- 
point of stations, was 
bought by Wesson Oil and Snowdrift 


number of 
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Sales Co. with spots for Snowdrift in 
64 markets. Mrs. Marie O’Meara, 
timebuyer for Fitzgerald Adv. in New 
Orleans, bought announcement sched- 
ules in the west and south for 52 
weeks in both Class A and Class B 
times. 

Armour & Co., which has been using 
television for a number of products, 
started a spot campaign for its Clover- 
bloom Margarine in 43 markets dur- 
ing the last quarter of 1955. The spots 
were bought by Marjorie Freeman of 
N. W. Ayer & Sons, N. Y., and ad- 
vertise Armour’s Vegetole and Miss 
Wisconsin cheese as well as the mar- 
garine. Spots are minutes and 20’s, 
using slides with voice-over narration. 


Morton Spot 


Morton Packing Co., previously a 
television user, is promoting its frozen 
macaroni and cheese for the first time 
with a heavy spot campaign. Some 83 
stations in 70 markets are using a 
total of 305 minute-spots a week. 
William Warner, Ted Bates & Co., is 
the timebuyer. 

Safeway Stores, which may become 
an important television advertiser, was 
on 16 stations during the last quarter 
of 1955 with a campaign for its Lac- 
Mix Dry Milk powder. The campaign, 
scheduled for 11 weeks, was placed 
by Virginia Crawford, timebuyer for 
Ruthruff & Ryan in San Francisco. 

General Mills began using spot for 


its pancake and waffle mixes toward 





the end of 1955 with time on more 
than 20 
Refining began a campaign for its 


stations. American Sugar 
Franklin Sugar which was on seven 
stations at the end of the year. Green 
Giant was on 12 stations with adver- 
tising for its line of canned vegetables. 
The Oregon - Washington - California 
Pear Bureau was in 20 markets for 
the fruit. 

Stouffer Restaurants is promoting 
its new line of frozen foods on tv in 
the six markets where the chain has 
dining places. It is expected that dis- 
tribution will be further expanded. 
Placements may be made locally, 
although Calkins & Holden, Chicago, 
is the agency. 

Other 


several markets for the first time in- 


brands and companies in 
clude Grocery Store Products Co. with 
Foulds Macaroni, American Home 
Foods for Chef Boy-Ar-Dee sauces, 
Van Holten & Son Co. for Redi-Pakt 
Sauerkraut, Quaker Oats Co. for Aunt 
Jemima Waffle Mix, Libby, McNeil & 
Libby for V-8 Vegetable Juice, Lone 
Star Cone Co. for Texanne Peanut 
Butter, International Salt Co. for Ster- 
ling Salt, American Sugar Refining for 
Sunny Cane sugar, Wintergarden Co. 
for its frozen foods, Pillsbury Mills 
Inc. for Ballard flour, Michigan State 
Apple Commission for apples, Hender- 
Refinery for 


son Sugar Superfine 


sugar, C. F. Mueller Co. for their 
macaroni and Louisiana State Rice 


Mill for Louisiana Rice. 





























Twenty-three of the smaller super- 
market chains, which had not been 
using it a year earlier, were using tele- 
vision at the end of 1955. Forty brands 
of meats, new to television, had been 


added. 


Valleydale Packing Co. introduced 
its Reelfoot brand of meats in eight 
southern markets, and Geo. H. Hormel 
& Co. used tv to advertise its pork 
sausage and bacon as well as its line 
of canned meat products in ten mar- 
kets. Smaller packers in more than 
one market included the DuBuque 
Packing Co. and the Seattle Packing 
Co. Eleven pet food brands were in- 
troduced to television, including the 
John H. Morrell & Co. Red Heart Cat 
Food. 

Atalanta Trading Corp. is testing its 
imported Unox Ham in New York and 
may soon expand into other eastern 
markets. Ralph D. Gardner, New 
York, has the account. 

Fifty-two brands of bakery products, 
which hadn’t used tv in the previous 
quarter, began using television during 
the last quarter of 1955. National 
Biscuit Co. was on 130 stations for its 
crackers and cookies and is increasing 
the schedule in 1956. Jane Podester 
is the timebuyer for the Nabisco 
agency, McCann-Erickson, N. Y. 

Pillsbury Mills introduced Kit Cake 
on television in 22 widely separated 
markets, and the Nestle Co. pushed 
its cake mix in 17 during the last 
quarter of 1955. Other products and 


their companies which were used on 
spot tv during the last quarter of the 
year include Froz Cheese & Coffee 
Cake, Kitchens of Sara Lee; Manor 
baked goods from Manor Bakeries Co.; 
Pillsbury Ice Box Cookies, Pillsbury 
Mills, and Profile bread, Continental 
Baking Co. 

Forty-five dairy brands were in- 
troduced on television during October, 
November and December 1955. Bea- 
trice Foods Co., which had used tele- 
vision spot to promote its Meadowgold 
brand, pushed its new Make-A-Shake 
milk shakes in eight television mar- 
kets. It has just started a new cam- 
paign on a number of its products, 
using participations in women’s and 
children’s shows in 30 to 40 markets. 
Gwen Dargle is the timebuyer for 
Foote, Cone & Belding, Chicago. 


Tri-Nut Introduced 


E. F. Drew & Co. is using television 
heavily in its first effort to establish 
a product on a national basis. It in- 
troduced the product, a new premium 
margarine, called Tri-Nut, in Boston 
on women’s programs and was so 
pleased with its success that it will 
use tv in new markets as the product 
is introduced. 

Lever Bros.’ new Imperial mar- 
garine, tested in spot around thé: fist 
of the year, has been placed in a 
number of markets but there is still 
much of the country to be covered. 
Penny Simmons is the timebuyer for 
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Foote, Cone & Belding, N. Y. 

A. Eisner & Co. is now testing New 
York for Tiger Brand Swiss Gruyere 
cheese. Ralph Gardner of Ralph Gard- 
ner advertising will soon be looking 
for spots in other eastern markets. 

Fifty brands of instant and regular 
coffee and tea were advertised on tv 
during the last quarter of 1955, after 
not having been on the previous 
quarter or during the same period in 
1954. Biggest tv user of this group of 
brands was the Thomas J. Lipton Co. 
for Lipton’s tea, which was on 42 sta- 
tions. Thomas Comerford is the time- 
buyer for the account at Young and 
Rubicam, N. Y. It is expected the 
company will begin a similar spot cam- 
paign for another of its products soon. 

The Borden Co. is using tv for its 
new Rich Roast instant coffee. Already 
tested in spot the company is expand- 
ing as budget and availabilities make 
possible. Lee Gaynor is timebuyer for 
Doherty Clifford, Steers & Shenfield, 
N. Y. 

Other coffee companies using tv in 
a number of markets include Wm. B. 
Reily & Co., promoting their Luzianne 
brands of instant and regular in 21 
markets; the Old Judge Coffee Co. in 
five markets; James C. Gill with its 
Hotel Special in six markets and Fleet- 
wood Coffee Co. in four. 

W. F. McLaughlin & Co. of Chicago 
promoted their Manor House instant 
and regular brands in 12 midwestern 


(Continued on page 125) 
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imebuyers, TV AGE has discovered, 
T are paid by the pound. 

Not the pound sterling, mind you, 
or the weight of the products for which 
they place tv but the 
total at which they themselves tip the 


commercials, 


scales. 

This seems to be a logical explana- 
tion for the fact that although com- 
parable in many other ways — from 
amount of work accomplished to im- 
their 
agency — the salary (and the weight) 


portance of positions at an 
of the average man timebuyer is pro- 
portionately higher than the salary 
(and the weight) of 
woman. 


the average 


The composite man timebuyer, TV 
AGE finds, weighs 170 pounds. He 
makes an average salary of $9,500 a 
year. Find the quotient and you get 
his price — $56 a pound. 

Now the composite woman time- 
buyer is lighter, of course. She weighs 
only 123 pounds. But her salary is 
smaller too—an average of $6,800. 
Whip out the sliderule and you have 
your answer. The same figure — $56 
a pound. 

There is no escaping it. The current 
price on timebuyers — male or female 
— is $56 per pound, per year. 
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This discovery is only one of the 
facts uncovered by some serious re- 
search just completed by Tv AGE into 
just what the average timebuyer looks 
like, makes, and how he or she feels 
about the job of buying time. 

Since timebuyers may be of either 
sex, answers to the questionnaire which 
went out to more than 500 agency 
buyers of time, have been divided into 
The 


results, the composite man and woman 


male and female classifications. 


timebuyers so to speak, are shown on 
this page. 


Twice as Many Men 


Men outnumber women in the time- 
buying field by approximately two to 
one, a fact which has been reported 
previously by Tv AGE and which is 
further substantiated by this survey. 

Women timebuyers, statistics prove, 
are younger than men — though not 
much. Your average man timebuyer 
is 34 while the average woman in the 
same job is 32. Oddly enough, the 
oldest timebuyer reporting is a woman, 
born in 1895, but she has “no ulcers” 
and adds, somewhat wistfully, “I could 
be eager.” 

The oldest male is a few years 
younger. The youngest tv buyer is a 
man, now 25, while the baby of the 











ladies answering the questionnaire is 
26. 

In the height and weight department 
the average for males is 5 feet 11 inches 
and 170 pounds. The women average 
5 feet 4 inches and, as noted above, 
weigh only 123. Women as short as 
5 feet and as light as 98 pounds don’t 
although others re- 


seem unusual, 


port themselves both taller and wider. 


Men seem to run taller than average 
in the timebuying business. The time- 
buyer average of 5 feet 11 inches is 
an inch taller than that for all Ameri- 
can men. A good fifty per cent of 
timebuyers are 6 feet or over. Whether 
or not this extra reach is helpful in 
snatching availabilities might be a 


Tallest 


sending in measurements was 6 feet 


matter for conjecture. man 
5 inches and the shortest, just 12 
inches less. 

Brown hair and brown eyes seem 
to predominate among the timebuying 
twins. Although 20 per cent of lady 
timebuyers are blonde and 18 per cent, 


red heads, 


brunette, and a few don’t seem to 


there is an occasional 
care even though the gray is beginning 
to show a bit. 

The eyes of 20 per cent of women 
buyers are blue, 15 per cent are green, 
































The typical timebuyer 


The composite buyer (male or female) 


is worth his weight in gold, 


according to Television Age survey 


a few, hazel or gray. 

The percentage of brownheads is 
even greater among men than women 
with a good 80 per cent in that 
category. Whether or not the more 
frequent visits to beauty parlors by 
women have anything to do with the 
larger variety in hair shades is a mat- 
ter for speculation, but each reader 
will have to do his own. TV AGE is 
not about to offer an opinion. Among 
men, however, only 10 per cent are 
blond, some 6 per cent have black 
hair, 2 per cent are redheads and there 
is an occasional gray admitted here 
and there. Few timebuyers are bald- 
ing, but some do have “the high, 
intellectual brow.” 

Men’s eyes vary more than women’s. 
About 35 per cent have blue eyes, 
8 per cent are hazel, 8 per cent green, 
5 per cent gray and the rest brown. 

In marital status there is a wide 
difference between men and women 


While 


married, most women are single. 


timebuyers. most men are 

Among the married men most have 
children, the average being 1.7 child 
per family. While the largest number 
of children reported by any one male 
timebuyer is four, only 4 per cent of 
those married have no children at all 


a rather remarkable statistic when 
compared to those for married lady 
timebuyers. And families are grow- 
ing. Several questionnaires note that 
the pattering of additional little feet 
may be expected momentarily. 

Several of the married men brag 
about their state, emphasizing that 
they are “happily” married. Unmarried 
men in this business, a classification 
into which about 25 per cent fit, seem 
to resent the “number of children” 
question in the questionnaire. One 
answered “nosey,” several answered 
with a laconic “none.” while the more 
roguish filled this space with a ques- 
tion mark. 


Most Are Single 


While 65 per cent of women time- 
buyers are single, the remaining 35 
per cent who are married have few 
children. In of the married 
women buyers only 18 per cent re- 


fact, 


ported any at all. The average married 
timebuyer has only one-half of a child. 
Education for male timebuyers aver- 
ages 3.6 years in college while it is 
about a year less for women. But 
most timebuyers, men and women, at- 
tended college. About 70 per cent of 
the men graduated while only a third 
(Continued on page 112) 


VITAL 

man 
Age 34 
Height 5-1] 
Weight 170 lbs. 
Hair Brown 
Eyes Brown 
Married Yes 
Children 1.7 
College 3.6 yrs. 
First job Mailr’m 
Salary then $159 


Last job Research 
Atagency 8yrs. 
Timebuyer 6 yrs. 
Salary $9,500 
Digestion Good 
Sleeps Well 
Workday 81/3 hrs. 
Comment Likes job 


STATISTICS 


woman 


5-4 
123 lbs. 
Brow n 


Brown 


No 


914 yrs. 

L yrs. 
$6,800 
Good 
Well 

8 1/3 hrs. 


Likes job 


April 1956, Television Age 

































53 














automobile and beer 


9 


Food 

















E 
an 
= 
° 
= 
° 
SY 


















































best customers for half-hour film, Television Age survey shows 


hen motion picture studios started 

selling recent, feature-length pic- 
tures to television, shouts of joy were 
heard everywhere — from the tv audi- 
ence, from the tv sponsor, from the 
advertising agency. Only in one quarter 
was there a suggestion of disapproval, 
from the companies that must swim 
through the flood of 2,000 features 
from Hollywood — the syndicators of 
the half-hour tv film. 

The current feature flux, however, 
is not the only vital factor confronting 
sellers of half-hour programs as they 
sit up and take note of where they are 
today—and where they may be headed 
tomorrow. They have to contend with 
such major woes, to name a few, as 
increased production costs, price cut- 
ting and trading practices, as well as 
some compensatory joys like higher 
production quality and growing 
agency-client acceptance of spot film 
programming. 


Industry-Wide Check 


In order to report in depth about 
the who, what, where, when and why 
of sales activity in syndicated tv film, 
TV AGE made an industry-wide survey 
by way of a three-part questionnaire. 

The first part, inquiring about 
present product inventories, asked, 
“How many different half-hour series 
do you offer? And how many half- 
hour episodes or programs does this 
include?” 

Answers indicate that, when it comes 
to supply, the half-hour syndicated 
show is very much alive and clicking. 
Combining replies to the questionnaire 
with company inventory records on 
file, TV AGE estimates that syndicators 
now have some 224 different series on 
the market, divided into about 9,184 


half-hour episodes. Together, these 
filmed programs represent a total pro- 
duction value of an impressive $184 
million. 

To run through this supply of syn- 
dications, a station would have to 
broadcast 88 hours of film a week for 
an entire year. 


Demand for Film 


The second part of the TV AGE ques- 
tionnaire was concerned with the other 
side of the syndication coin, demand. 
Agreeing to keep all replies confiden- 
tial, the magazine asked the following: 
“Who are your five best customers on 
a national-regional level? Estimate, 
please, the percentage of total business 
each of the five brings you. Who are 
your three best customers on a local 
level?” 

As expected, syndicators mention a 
wide variety of product groups among 
their combined lists of five best cus- 
tomers. But there were three that were 
clearly leaders in the field, mentioned 
by some 70 per cent of all syndicators 
replying to the questionnaire. These 
outstanding three are food and food 
product-manufacturers, responsible for 
about 39 per cent of all national-re- 
gional business; breweries, for 14 per 
cent, and automotive advertisers, 10 
per cent. The film syndicator clearly 
knows who his best customers are. 

The fourth greatest buyers of half- 
hour tv films, according to this study, 
were gasoline, lubricant and fuel spon- 
sors. They are responsible for about 
8 per cent of the syndicator’s business 
on the national-regional level. The 
confections and soft drink group is in 
fifth place with about six per cent of 
the volume. (This group was men- 
tioned by an impressive 42 per cent 


of the respondents, however.) 

Syndicators report that the above- 
mentioned five groups, in toto, buy 
77 per cent of all half-hour films sold 
today. 

In addition, respondents mentioned 
a number of other product groups in 
their individual lists of their top five 
buyers. These demonstrated the diver- 
sity of product groups advertised: 
agriculture and farms, banks, drugs 
and remedies, apparel, jewelry, opti- 
cal goods and cameras, transportation 
and resorts, toiletries, tv and radio 
sets, soaps, cleansers and _ polishes, 
household furnishings and consumer 
services. 

Interestingly, the leaders in terms 
of national-regional business, were 
also the leaders at the local level, but 
in a different order. The greatest user 
of half-hour syndicated films locally 
is the automotive group, mentioned 
by 86 per cent of the respondents. 
(This group rated the No. 3 spot for 
the national-regional purchases.) In 
second place is the food and food 
product group, No. 1 in national terms, 
which was mentioned by 51 per cent of 
of the respondents as among their 
three best customers at a local level. 
Beer and breweries, runner-up in the 
national race, is in the show spot for 
the local contest, being named by 31 
per cent of the distributors. 

Fourth place, in terms of frequency 
of mention for the local business they 
contribute, is held by three product 
groups: dairies, soft drink bottlers 
and retail stores (furniture, appliance 
and apparel). Each group was men- 
tioned in 28 per cent of the question- 
naires. 

Also cited among top local custom- 


(Continued on page 116) 
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QUESTION 1: “Jn your opin- 
ion, should there be more 
time, less time, about the 
same time devoted to political 
campaigning on _ television 
next fall, as compared with 
the 1952 campaign?” 


More time 245 24.5% 
Less time 209 20.9 
About the same 546 54.6 
Total 

respondents 1000 100 


he influence of television on voters 

is expected to come into full 
swing in 1956’s Presidential election. 
The Pulse, Inc. has essayed seeing how 
important tv will be, politically, by 
asking viewers about their past ex- 
perience with candidates on television. 
The results clearly indicate that ty 
will assuredly be a major means for 
reaching voters, for the public wants 
to see candidates on television, will 
switch from a “liked” program to a 
political telecast and, even now, is 
already familiar with prominent lead- 
ers from their tv appearances. 

Interestingly, the tv audience does 
not admit to being particularly in- 
fluenced by a candidate’s appearance 
on video, however. Most say they feel 
the same about a man after seeing 
him on television as they did before. 
The Pulse, ‘whose special survey was 
taken exclusively for TV AGE, wisely 
declines to estimate whether this is a 
comment on tv or on the rigidity of 
party affiliation. 

Pulse surveyors asked, in essence, 
four separate questions of 1,000 tele- 
vision-owners within the Metropolitan 
New York area. All interviews were 
preceded with an introductory explana- 


A special Pulse study 

















tion: “It is expected that television will 
play an important part in the Presi- 
I'd like 


to ask you a few questions in this 


dential campaign next fall. 


connection.” 

The first question was, “In your 
opinion, should there be more time, 
less time or about the same time 
devoted to political campaigning on 
television next fall, as compared with 
the 1952 campaign?” 

That campaign, with three major 
networks carrying both radio and tv 
reports on of both 
parties, subsequent speech-making and 
final election 


the conventions 


was the best- 


held in the 


returns, 
covered election 
United States. 
And that was just as it should be, 
according to the Pulse study. Some 
54.6 per cent (546 of the 1,000 inter- 
viewed) responded that they wanted 


ever 


QUESTION 2: “If a speech by a 
presidential candidate was 
shown on television at the 
same time as a program you 
like to watch, would you 
watch the speech or the regu- 
lar program?” 


Speech 540 54.0% 
Regular program 348 34.8 
Not certain 112 112 
Total 

respondents 1000 =100 


to see “about the same time” devoted 
to the election on tv this fall (see 
question 1). 

If there should be a change, how- 
ever, it ought to be in the direction of 
still more political programming. Some 
of those 
asked for more tv time this election. 


24.5 per cent interviewed 


In contrast, 20.9 per cent said they'd 


just as soon have less. 

Pulse interviewers next probed the 
sincerety of the first answers by ask- 
ing, “If a speech by a Presidential 
candidate was shown on television at 
the same time as a program you like 
to watch, would you watch the speech 
or the regular program?” 

Well over half the respondents had 


QUESTION 3: “Which — if 
any—of these men have you 
ever seen on television?” 


Eisenhower 1000 =100.0% 
Nixon 784 78.4 
Knowland 448 44.8 
Stevenson 903 90.3 
Kefauver 815 81.5 
Harriman 682 68.2 
Total 

respondents 1000 


no doubt; 54.0 per cent said they'd 
tune in to the speech. A minority of 
34.8 per cent allowed as how they'd 
stay with the program they liked. A 
surprising number - 
admitted they 


some doubt about which they’d watch. 


11.2 per cent 
were uncertain, had 


But even if they all decided on not 


tuning to the political broadcast, that 
would still mean only 46 per cent 


half — of the 


political 


less than audience 


would avoid the speech. 
Clearly, the majority wanted to use tv 
as a source of campaign information 
(see question 2). 

The Pulse next asked which of six 
prominent men the audience had 
already seen on television. The exact 
question was, “Which —if any — of 
these have you ever 


men seen on 


television?” The list included Eisen- 


hower, Nixon, Knowland, Stevenson, 
Kefauver and Harriman, listed in that 
order and in that way, without first 
names or initials. 

The answers showed that just about 
everybody saw some aspect of the 1952 
campaign on television, and, judging 
by the New York sample, every tv-set 
owner in the country has, at one time 
United States 


1.000 interviewed — a 


or another, seen the 
President. All 
smashing 100 per cent answered 
that they have seen Eisenhower on tv. 
And the second-most-seen man on tele- 
vision was the other 1952 candidate, 
Stevenson, who had been seen by an 
impressive 90.3 per cent. Third place 


(Continued on page 111) 


QUESTION 4: “IJ’d like to know whether your seeing these people on 
television has had any effects on your opinion of them. In other 


words, would you say that after seeing — 


on television, 


you like him more, less, or about the same as you did before you 


saw him on television?” 


Like more 


Eisenhower 364 36.4% 34 
Nixon 167 21.3 194, 
Knowland 63 14.1 75 
Stevenson 307 34.0 13] 
Kefauver 237 29.1 104 
Harriman 111 16.3 119 


Like less 


same total 
3.4% 602 60.2% 1000 100% 
24.8 423 53.9 784 100 
16.7 310 69.2 1448 100 
14.5 465 51.5 903 100 
12.8 474 58. 815 100 
17.4 452 66.3 682 100 


checks before and after effects of tv on attitudes toward candidates 




















Bee Arney 


34th NARTB Convention 


will be last under popular veteran’s 


capable control 


1940 C3 CREE 


HE curtain drops for ‘Bee’ Arney 

with the conclusion of this, the 
34th annual convention of the Na- 
tional Association of Radio and Tele- 
vision Broadcasters. 

Bee was 65 last Jan. 9, and the 
veteran secretary-treasurer of the asso- 
ciation, who has managed 16 of the 
organization’s annual meetings, retires 
June 1 — to be succeeded by Everett E. 
Revercomb. 


During the time since April 18, 
1940, when Charles Elwood “Bee” 
Arney Jr. came out of his beloved 
northwest to become, first, assistant 
to the president and, later, secretary- 
treasurer of the NAB, he has served 
under four presidents: Neville Miller, 
J. Harold Ryan, Judge Justin Miller 
and Harold E. Fellows. 

As he retires from his task, Bee can 
see among the 70-odd staff members 
who comprise the association’s execu- 
tive organization only two people who 
were there when he arrived over a 
decade and a half ago, his secretary, 
Ella Nelson, and his successor, Ev 
Reyercomb, who returns to NARTB 
after a seven-year absence. During 
that time Ev was assistant secretary 
of the National Association of Home 
Builders. William L. Walker, veteran 
NARTB auditor, 


treasurer. 


becomes assistant 


Bee’s first convention, in San Fran- 
cisco, was attended by about 600 
people. His last will have seen a 
registration of over 2,000. In San 
Francisco, there was no heavy equip- 
ment exhibit. In fact, in 1940 there 
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were no provisions for associate mem- 
bership in NAB. 

Bee Arney was born January 9, 
1891, in Idaho Falls, Idaho. His father 


was a school teacher, but shortly after 


the birth of the youngest son, Mr. 
Arney moved his family to Pocatello, 
there to found the Pocatello Tribune. 
In 1893, the Tribune was destroyed 
by fire, and the elder Arney subse- 
quently became school superintendent 
and probate judge. 


Between 1897 and 1902, the Arneys 
lived in Boise where Bee’s father served 
as warden of the State Penitentiary 
and where the young Arneys attended 
grade school. Then, in 1902, Mr. 
Arney came to Washington as secre- 
tary to Sen. Fred T. Dubois of Idaho, 
and he brought his brood with him. 


Young Bee became a messenger for 
several of the committees on which 


Sen. Dubois served, attended Peabody 
Grade School and Wallach and Old 
Eastern High School where he starred 
at football in the taped-rock days of 
line play. He returned to Boise to finish 
high school in 1910, then spent a year 
in the rugged Idaho country as a sur- 
veyor for the U. S. Reclamation Service 
and for the U. S. General Land Office 
Survey. 

In the fall of 1911, Bee entered the 
University of Washington, where he 
proceeded immediately to break his 
shoulder in football scrimmage. This 
having been the second time for the 
same shoulder, he hung up the helmet 
and turned to a more peaceful hobby, 
singing. -Hundreds of broadcasters 
through the years have heard his mel- 
low and penetrating bass backing im- 
promptu quartets. He is, by the way, 
a charter member of the Happy Valley 
Singing and Marching Society, which 
includes in its membership such stal- 
warts as Carl Haverlin, Hugh Feltis, 
Harold Fair and others of note, both 
sharp and flat. 

Bee also is a member of the Ameri- 
can Trade Associations Executives, the 
Washington Athletic Club, Radio Pio- 
neers and a mysterious order known 
as the P Street Marching and Chowder 
Society, John Cahill, Prop. 

Bee literally sang his way through 
college as a member of a professional 
quartet which included: Robert Arm- 
strong, later a stage and screen star 
and still seen occasionally on televi- 
sion; his brother, Ward Arney, now 


‘a lawyer in Couer d’Alene, Id. and the 


late E. F. “Pete” Burns. 

















The broadcast executive was gradu- 
ated from the University of Washing- 
ton with a Bachelor of Law Degree in 
1915. He was a Sigma Nu at the Uni- 
versity and was elected to membership 
on Phi Delta Phi, national honor fra- 
ternity in law. After college, he went 
immediately into the Office of the State 
Attorney General where he served for 
three years. Subsequently, he occupied 
various posts, such as assistant counsel 
of the U. S. Shipping Board Emergency 
Fleet Corporation in the first World 
War, assistant manager of the Seattle 
Chamber of Commerce and executive 
secretary of the Washington State Tax- 
payers Assn. 


Broadcast in 1927 


In 1917, Bee took a bride, Mildred 
Streeter of Seattle, and on March 17, 
1918, twin daughters arrived, Patricia 
Marie and Kathleen Jeanne, who made 
their appearance appropriately on St. 
Patrick’s Day. 

Bee first brought his basso to broad- 
casting in 1927, when he broadcast 
telegraphed reports of Ivy League 
games over old KpQ, then in Seattle. 
In the early thirties, he was announcer 
for University of Washington football 
over KFOA (now KOL), and, by sheer 
accident, he covered one top crew race 
for the Columbia Broadcasting Sys- 
tem. Johnny Forest, scheduled to do 
the show, was caught in mid-stream 
on the Coast Guard Cutter Bear with 
some broken-down shortwave gear. 
Bee does not maintain that this broad- 
cast had anything to do with the 
phenomenal rise of CBS. 





In 1934 he became a news commen- 
tator, a pastime he has not relinquished 
through the years, although he has 
been without benefit of a microphone. 
He still has his own opinion of how 
the country’s being run, and one notes 
that he frequently consults the Feder- 
alist Papers (Henry Cabot Lodge) as 
his authority. 

Interestingly, Bee got his nickname 
as an infant—his early articulation of 
the word “baby.” This is the last 
time that he failed to make 
every single syllable perfectly under- 
standable to anyone within a 100 foot 
range, especially when aroused. 

In 1935, 1937 and 1939, just before 
he joined NAB, Bee broadcast com- 
mentaries from Olympia, 
activities of the Washington 
legislature for KJR Seattle and a be- 
times network that also included KHJ 
Spokane and KEx Portland. 

Bee remembers Atlantic City in 1947 
and Washington, D. C. in 1955 as his 
“toughest” conventions. 


known 


covering 


state 


Incidentally, 
the annual meetings are budgeted to 
be self-sustaining, and, among the 16 
Bee has directed, money has been lost 
on only three — one in Atlantic City 
and two in Los Angeles. 

The highlights he remembers during 
those years: 

Many good friends, of course, some 
of whom have passed on; the ASCAP 
controversy; the advent of fm; the 
Petrillo recording ban; the White- 
Wheeler hearings; the establishment 
of the Office of War Information, and 
at least two major Association reor- 
ganizations. 





During most of those years of tra- 
vail, his companion and confessor was 
Sherlie Rude, whom he married Oct. 
16, 1942, following divorce from the 
first Mrs. Arney. Sherlie Arney died 
in August, 1954. 

Bee Arney has served a longer con- 
tinuous period as an executive em- 
ployee of the Association than any 
other person. His guardianship of the 
organization’s by-laws and his exact 
requirements with respect to conven- 
tion management not infrequently 
have found him embroiled in super- 
charged debate with all comers — 
members, board members, associate 
members and presidents. He has earned 
a reputation for honest and directness 
and integrity, and he has scars to 
prove it. 


“Perfect” Member 


His “secretary’s-eye” view of the 
perfect Association member is one 
who: “Pays his dues regularly, knows 
the by-laws, reads his correspondence 
and follows instructions with respect 
to filling out forms, uses the Associa- 
tion for the services available, actively 
participates in Association affairs by 
taking committee assignments and 
standing for office; one who brings 
to such tasks an awareness of the need 
for all-industry service, who under- 
stands what the ‘will of the majority’ 
means and who does not think of the 
Standards of Practice and the Televi- 
sion Codes as screens to hide inepti- 
tude and ill practice.” 

That’s Bee. Has his opinions. States 


(Continued on page 81) 
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a series of 
product group success stories 


The combination of 


ost hardware and lumber dealers, 
M traditionally a substantial but 
conservative group, are just beginning 
to discover the advertising possibili- 
ties which television has opened for 
them. 

Today more and more hardware 
and building supply stores are trying 
tv and liking it— spurred on by the 
successes of the more aggressive among 
their number. 

In the last quarter of 1955 no fewer 
than 50 of the larger regional firms 
in the field which had not been in 
television a year earlier were gingerly 
testing the medium —a trend which 
developed into a number of regular tv 
customers in the first part of 1956. 
Other companies, which have been 
using tv longer, are enthusiastic in 
their praise. 

“Increases like the ones we've had 
so far are all it takes to make me a 
real tv believer,” says Omer Evans, 
owner of the Allied Chain Link Fence 
Co., Austin, Tex., after buying a 
syndicated film program on KTBC-TV 
Austin. He reported monthly sales in- 
creases as high as 140 per cent over 
the comparable periods in 1955. 

“The 13-week schedule brought over 
200 inquiries,” reports Jack Stiles of 
the Stiles Lumber Co., Grand Rapids, 
after his firm began using woop-Tv 
to advertise its Flexi-bilt pre-cut homes. 
Many of the calls brought sales of the 
product. 

Since the majority of hardware 
sales are made in the small and middle- 
sized cities and since many of these 
markets have had their own tv stations 
only in the past few years, the oppor- 











































tunity to use television is compara- 
tively new for many retailers in the 
field. 

But the sales records chalked up by 
those who have been in the medium 


— 


make a convincing argument for sta- 
tion sales executives who introduce 
these records to still unsold merchants. 

In Tulsa the Davis Hardware Co. 
sold around 1,500 salad mixers at 
$2.98 each after a series of film com- 
mercials demonstrating the product 
were shown on KVOO-TV Tulsa. 


Do-It-Yourself Bonanza 


The do-it-yourself boom has proved 
a bonanza to the hardware and build- 
ing supply firms from which the 
amateur builders get their tools and 
materials. In fact, some of the trade 
confess television, with its inducements 
to stay at home more and encourage- 
ment of family group viewing, has had 
a big part in producing do-it-yourself 
enthusiasm. 

Retailers point to the increased pride 
in the home and its surroundings, 
which is brought about by more family 
living and ask: “What better medium, 
then, on which to promote sale of 
do-it-yourself materials?” 

One tool firm which has taken 
advantage of this is Hibbard, Spencer, 
Bartlett & Co., Evanston, Ill., which 
uses WGN-TV Chicago to promote its 
products, tying its advertising in with 
the station’s live do-it-yourself pro- 
gram. 

Individual retailers, too, find tv a 
super-tool salesman. Tom Horgan, 
manager of the Commercial Hardware 


do-it-yourself and television brings boom in home repair fix-it items 


Co. of Reno finds its advertising on 
KzTv Reno the “best way to demon- 
strate and sell directly.” 

Another sign of the increasing 
esteem in which the independent hard- 
ware dealer holds television is found 
in the fact that the National Retail 
Hardware Assn., trade organization 
with 23,000 members in all parts of 
the country and Canada, this year is 
using tv to publicize Hardware Week 

April 12-21. 

The brochure which is being sup- 
plied to every member includes a 
transcription and blowups for use on 
tv as well as suggestions for other spot 
tv promotions to be placed locally. 

Some stores are using television to 
promote a_ particularly popular or 
profitable department. The Stubbs 
Hardware Co. of Savannah, Ga., for 
example, uses a 15-minute hunting and 
fishing information program on WTOC- 
TV Savannah to advertise its line of 
sporting goods. 

“Thanks to television, 1955 was our 
biggest year in 33 years,” says Otis 
Stubbs Jr., one of the owners of the 
store. 

Almost every television format has 
been a success for hardware and build- 
ing supply dealers. One of the most 
popular is the use of syndicated film. 
Nearly every popular thirty-minute 
program has at least a few sponsors 
sn this category. Syndicated film 
proponents point out that this gives 
those who use tv a quality program 
at a cost much less than it would be 
for a similar live production. 


Others like various types of news 


and weather participations. Several 
have their own live shows and a great 
number use spot announcements on a 
regular basis with good results. 

Following, in alphabetical order, 
are brief accounts of how a_ few 
hardware and building supply com- 
panies are using the medium with some 
of the results they have enjoyed: 

e Allied Chain Link Fence Co.. 
Austin, has found sponsorship of the 
Ziv syndication, Highway Patrol, on 
KTBC-TV Austin, has given fence sales 
a tremendous lift. Signing with the 
station last September, Mr. Omer 
Evans, owner of the company, reports 
sales in October were up 13 per cent 
over the same month the year before: 
in November, 60 per cent; and in 
December and January the increase 
over the same period a year earlier 


was 140 to 122 per cent, respectively. 
Simple Commercials 


“Our commercials are neither tricky 
nor gigantic productions,” says Mr. 
Evans. “They are rather simple as a 
matter of fact. We stress the safety 
features of owning a fence, the addi- 
tional landscape beauty — showing be- 
fore and after shots, ease of owner- 
ship, and in particular, the quality of 
Allied Fence. 

“A combination of live studio and 
slides are used to convey the com- 
mercial messages. I think it’s very 
important to point out the exceptional 
work done by the television station 
KTBC-Tv,” Mr. Evans continues. “The 
continuity is always well planned and 


(Continued on page 90) 
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Average television 
station spends $4,809 
to send 3 executives 


on 31 business trips 


he complexities of managing a 
| yee station have nurtured a 
new kind of broadcast executive — the 
travelling man. 

Although tv station operation is 
essentially a local one, a TV AGE survey 
shows that a growing share of an 
executive’s time is being spent plan- 
ning and taking business trips. Accord- 
ing to the survey, the average tv station 
in 1955 sent personnel on as many as 
31 business trips — and at a total cost 
of $4,809. 

With television a relatively young 
medium and channels of communica- 
tion and distribution less firmly estab- 
lished, aggressive station management 
is having to take to the road. A quick 
look at the many reasons for these 
trips indicates there are a multitude of 
people to see and countless business 
arrangements to be worked on and 
finalized. 

Primarily, national and_ regional 
accounts have to be sought after and 
serviced, involving agency as well as 
advertiser contact. Then the national 
and regional representatives have to be 
consulted. Film buying has to be 
arranged. And equipment must be 
bought, serviced and then replaced. 
Sometimes network affiliation com- 




















plexities provide problems that need 
direct and personal discussion. Added 
to all this are the many intra-industry 
meetings. And just about every broad- 
cast managment group has at least 
occasional need of in-person represen- 
tation: in Washington. 

To make the necessary out of town 
trips in 1955, personnel of the average 
tv station travelled 24,537 miles. This 
travelling was shared, according to 
the survey, by three executives. Each 
trip averaged 791 miles and cost $155. 

The travelling requirements of sta- 
tions seem to vary according to indi- 
vidual situations. Geographic location, 
economically speaking, is certainly an 
important determinant, but not the 
only one. Members of newer stations 
seem to travel more than older ones. 
Management of stations whose owners 
have other video properties—especially 
in the case of satellites—are required 
to be on the road more than others. 

KTVX Muskogee, Okla., registered 
the most business trips in 1955, among 
those replying to the Tv AGE poll. 
Located about 50 miles from Tulsa, 
the station backed 195 trips, for a 
total of about 60,000 miles. In con- 
trast, KOTV in nearby Tulsa registered 
only 12 trips that totalled 34,000 miles. 

The station with the second highest 
travelling requirements was KLFY-TV 
Lafayette, La., whose executives took 
186 trips, travelling a total of 30,000 
miles. Each trip averaged only 107 
miles, and, due to the fact that 80 per 
cent of the trips were taken by car, 
it seems safe to surmise that KLFY-TV, 
located more than 50 miles from Baton 
Rouge, the nearest commercial center, 
spent much of its 
regional business. 


time servicing 


Typical of the situation that many 
stations are faced with is the one re- 
ported by E. C. Lambert, general man- 
ager of KOMU-TV Columbia, Mo. This 
station required 150 business trips 
that totalled 10,000 miles. Mr. Lam- 
bert says, “We cover a large area of 
small towns, hence many sales trips 
are necessary.” 

Another station that recorded 150 
trips, totalling 75,000 miles, is KIMA- 





Station Trips in 1955 


To Los Angeles 


| 
Average number ........... 31 
i of ere $4,809 
Percent transportation ....40% 
Miles travelled ......... 24,537 | 
| Total spent each trip...... $155 
Average miles per trip..... 791 
| Mode of transportation: 
| 0 OES e Pe Bate: 64% 
Bee ee te 16% 
i ey errs ae 20% 
No. of people that travelled... .3 
| Trips taken to business capitals: 
| ToNew York ............ 62% 
CS ON 27% 
| 





tv Yakima, Wash. Undoubtedly one of 
the chief reasons for KIMA-TV’s many 
trips is the need to keep in touch with 
its three satellites —two in Washing- 
ton and one in Idaho. 

Easily the most mileage per trip was 
registered by executives of KGMB-TV 
Honolulu, who covered 50,000 miles 
while taking only five business trips 
to the States. This averaged out to 
10,000 miles per trip. 

And probably the shortest trips were 


taken by a station in another territory, 
woRA-Tv Mayaguez, P. R. Management 
of worRa-Tv took 60 trips covering 
3.000° miles, an average of 50 miles 
each journey. 

Of the total spent for business trips, 
40 per cent went for transportation 
And 
the emphasis on time-saving and the 


alone, the TV AGE survey shows. 


need to expedite road trips is reflected 
in figures that show an impressive 64 
per cent of the total trips were taken 
by air. Another 20 were taken by car 
and 16, by train. A great many sta- 
tions indicated personnel did all their 
travelling by plane. 

The 


further emphasized by several tv oper- 


reliance on air travel was 


ators who reported use of private 
planes. L. A. Blust Jr., vice president 
and general manager of KTVX Musko- 
gee (Tulsa), reports the station owns 
two Navions that flew 20,000 miles 
in 1955. 

And a plane owned by write Evans- 
ville, Ind., flew 15,000 miles last year, 
most of the trips “within 200 miles.” 
Ted Nelson, general manager, describes 
the private plane as the “best invest- 
ment for regional and national sales 
coverage.” 

Some stations find it profitable to 
rent planes. Owens F. Alexander, man- 
ager of wJTv Jackson, Miss., says the 
station “rented [a] plane for short 
trips” that amounted to 1,000 miles. 
Still another operation, WREX-TV Rock- 


ford, IIl., 


use of another company’s plane. 


was able to obtain partial 


As far as private flight is concerned, 
the sentiments of many operators are 
summed up by A. Hartwell Campbell, 
general manager of wncT Greenville, 


(Continued on page 85) 
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Because tricks are 


Easy to do on film, too! 


Stunts that put life in your shows 
come off right. No chance of “‘fluff’’ 
or ‘‘goof."’ And you know in advance 
how your audience will react... 
know because you can shoot, edit 
dnd pre-test to your heart's content. 
Costs are low, too, when you use 
dependable EASTMAN FILM. 
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such treats! 


For complete information—type 
of film to use, latest processing 
technics—write to 


Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N. Y. 


Midwest Division 
137 North Wabash Avenue 
Chicago 2, Illinois 


West Coast Division 
6706 Santa Monica Bivd. 
Hollywood 38, Calif. 


or W. J. GERMAN, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture 
Films, Fort Lee, N. J.; Chicago, Ill.; 
Hollywood, Calif. 


Be sure to shoot 
IN COLOR... 
You'll be glad you did. 


Film Sales 


ilms that arrive late and repairing 





damaged film due to improper in- 
spection by distributors are each men- 
tioned by 33 per cent of station film 
directors as the two most troublesome 
details they run into in their film room 
operations. 

These were among several facts re- 
vealed in a recent study made by The 
National Association of Tv Film Direc- 
tors. Bill Cooper, film director of 
WJAR-TV Providence, founder of the 
organization and now chairman of its 
Technical Standards Committee com- 
piled the information from returns of 
a questionnaire to all tv stations. 

Other details that annoy film direc- 
tors and the percentages are: editing 
features to fit time slots, 10 per cent; 
blocking out old cues, 10 per cent 
and shows not marked for commercial 
inserts, eight per cent. Other com- 
plaints varied from dirty film, lack of 
time to preview, lack of time to keep 
required records due to last minute 
changes, requests to tranship film 
without shipping cases provided and 
not knowing what to do with spots 
after their schedule is completed. 


24 Ways To Cue 

On the question of cueing, 24 dif- 
ferent methods were noted, with 38 
per cent using the five- and one-second 
cue; 14 per cent, audio and visual cues 
only. Three other cue types—the nine- 
and seven- and two-second cue, the five- 
and one-second cue and the three- and 
one-second cue—are each used by five 
per cent. The association hopes to 
standardize to a five- and one-second 
cue. 

To the question, “Have you abol- 
ished hand type punch cuers yet?” 9] 
per cent answered yes and only 9 per 
cent no. 

A total of 51 per cent of the re- 
spondents said they place Society num- 
bered leaders on all films used, 33 per 
cent do not and 16 per cent do some- 
times. 

Forty-nine per cent use a card file of 
some sort to keep records for tranship- 
ment of films, 40 per cent a shipping 
ledger, 5 per cent have notices posted 
on the film room wall and 3 per cent 
use a daily shipping report. 

Other answers indicated a variety 


CBS Television Film’s Life With 
Father. 


of methods: different colored cards 
that travel with films, cases for tran- 
shipment put on a special shelf, ad- 
vance typed labels, permanent shipping 
schedule and the express company’s 


own waybill book for record. 


Syndicated Films 


AWARD TELEVISION CORP. 
The Jimmy Demaret Show 


WBEN-TV Buffalo, Allied Automotive Sup- 
ply Co. 


GEORGE BAGNALL & 

ASSOCIATES, INC. 

Crusader Rabbit 

KGGM-TV Albuquerque, (Renewal); KTTV 

Los Angeles, (Renewal); KTVX Muskogee 

Okla.; WRCV-TV Philadelphia, (Renewal) 

I Search for Adventure 

KBTV Denver; Minneapolis, Campbell-Mi- 

thun.* 

*Sold directly to agency 

Scallawags Comedies 

WPIX New York; KCRA-TV Sacramento 

KRON-TV San Francisco. 

CBS TELEVISION FILM SALES, 

INC. 

Amos ’n’ Andy 

KIDO-TV Boise, Purity Baking; KVAL-TV 

Eugene; WGEM-TV Quincy; KSLA Shreve- 

port, Schorr Furniture Co.; KIVA-TV Yuma 

Ariz., Connor Tire BFG Dealer 

Gene Autry 

KROD-TV El Paso; KGLO-TV Mason City 

Clear Lake Bakery. 

Buffalo Bill 

KOPO-TV Tucson, Goodman Chain Grocer- 

ies. 

Life With Father 

WGBS-TV Miami 

Long John Silver 

KTVX Muskogee, Okla 

Annie Oakley 

KFDM-TV Beaumont, Chevron Finance Co 

KGBT-TV Harlingen, Tex.; KGBT-TV Har- 

lingen, Tex., Carnation Co.; KHQA-TV 

Quincy. 

Range Rider 

WTAR-TV Norfolk, Pine Grove Dairy 

WGEM-TV Quincy, Tri State Dairy 

San Francisco Beat 

KPLC-TV Lake Charles, La., Regal Beer; 

WKNB-TV New Britain, Piel’s Beer; WRCV- 

TV Philadelphia, Piel’s Beer 

Terrytoons 

KSTP-TV Minneapolis; WLAC-TV Nashville 
(Continued on page 68) 
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CEE wins | J first place | 5 two 


| a 
fae , 


Film producers for Motion Picture Theatres and TV spend thousands of dollars weekly, 
millions yearly, for fine, outstanding productions. Discriminating producers protect 
their creative efforts by having their negative developing and printing done at 
Consolidated Film Industries located in Hollywood, New York and Fort Lee. For 
over 35 years, Consolidated Film Industries has been renowned for the highest 
quality film processing in both color and black-and-white. CFI is ready to serve you 
at any of their plants located at: 959 Seward Street, Hollywood, California - 
521 West 57th Street, New York, New York - Consolidated Park, Fort Lee, New Jersey 


THANKS TO THE ENTIRE TV INDUSTRY FOR THIS UNPRECEDENTED HONOR 






























The 


Billboard 


AWARD 





years in a row for all / ; ea ) three! 


for outstanding achievement in 
Television Film 


PRESENTED TO 


CONSULIDATED 
FILM INDUSTRIES 


A Division of Republic Pictures, Inc. 








NAMED BY THE 


TV FILM INDUSTRY 


FOR THE 


MOST ECONOMICAL, FASTEST, 
AND HIGHEST QUALITY SERVICE 


A 
Qa 


xe 






4 THE BILLBOARD FOURTH ANNUAL TY FILM SERVICE AWARDS FOR 


1955 





Winning Laboratories 
THE BILLBOARD FEBRUARY 18, 1956 


Consolidated Film Industries 
Repeats 3-Way Win for Labs 


Keeping pace with the increas-| gory. Consolidated, a subsidiary 


© WHICH LAB EXCELLED IN QUALITY OF ITS WORK? 
Company 
Consolidated Film Industries 
Precision Film Labs......... 89 


Place 


8. Guffanti Film Labs 
. DeLuxe Labs eesee 7S 8. Film Associates 

. General Film Labs.......... 59 10. Ou-Art Film Labs 

. Acme Film Labs............ 56 








WHICH LAB EXCELLED IN SPEED OF ITS PERFORMANCE? 


Place Company 


1.. . Consolidated Film Industries 
Bes . 
3. 


. .-. Precision Film Labs 


7. Guffanti Film Labs... 

9. Fitm Associates . 

10. Mecca Film Labs.........- & 
10. Hollywood Film Enterprises. 40 


5. Deluxe Labs........... 78 
6. Acme Film Labs.... -. & 
7. General Film Labs.......... 56 


WHICH LAB WAS OUTSTANDING FOR THE ECONOMY OF ITS WORK? 
Place Company 


Consolidated Film Industries 
...Deluxe Labs ... i _ 
..Precision Film Labs 


2 

3 ° ees . 
4. Pathe Labs........... 8. Film Associates .. . 
5. Movielab 9. Acme Film Labs..... 
6 10. Filmservice Labs. 

7 


10. Mecca Film Labs... .. 


Guftanti Film Labs.......... 
- Du-Art Film Labs... 





sy edelstein 


ingly important role that film| of Republic Pictures, was voted 


labs play in a TV industry that 
has embraced film more and 
more, Consolidated Film Indus- 
tries has stayed atop its compe- 
tition and again this year copped 
all three first-place service 
awards in the laboratories cate- 





tops of all the labs in the quality 
of its work, the speed of its per- 
formance and the economy of 
its work. Its feat in winning all 
three first-place awards in this 
year’s balloting duplicates its 
showing of last year. 
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WFIL-TV Philadelphia; WHBF-TV Rock 
Island, Ill.; WGBI-TV Scranton. 


The Whistler 
KROD-TV El Paso; WCAU-TV Philadelphia. 


GENERAL TELERADIO, INC. 


17 Feature Films 


WKRC-TV Cincinnati; WBNS-TV Columbus, 
O.; WTVD Durham; KCMO-TV Kansas City; 


KTAG Lake Charles; KPLC-TV_ Lake 
Charles; WAVE-TV Louisville; KVOA-TV 
Tucson. 


Uncommon Valor 


CKLW-TV Detroit; 
WITV Miami. 


INTERNATIONAL NEWS SERVICE 
Telenews Daily 

WRC-TV Washington, D. C. 

This Week in Sports 

WLW-T Cincinnati; WLW-C Columbus; 


WLW-D Dayton; KTVK Phoenix; KTNT-TV 
Tacoma; WTOB-TV Winston-Salem, N. C. 


INTERSTATE TELEVISION CORP. 
Action Adventure Series 

KBTV Denver; WISN-TV Milwaukee; 
KCRA-TV Sacramento. 

Hans Christian Andersen 

WGR-TV Buffalo. 

I Married Joan 


KALB-TV Alexandria, La.; 
WJBK-TV “—. 
Greenville, N. 
WSM-TV Nashville. 
-TV Wichita. 


Jubilee Feature Package 

WNAC-TV Boston; WDEF-TV Chattanooga; 
WGN-TV Chicago; WICU-TV Erie; WKBN- 
TV Youngstown. 

Little Rascals 


KBTV Denver; WHBF-TV Rock Island, IIl.; 
WHYN-TV Springfield, Mass. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 
China Smith 


WGTH-TV Hartford; WEAT-TV West Palm 
Beach. 


New Adventures of China Smith 
WGTH-TV Hartford; KING-TV Seattle. 
Fabulous Forty 


KFAR-TV Fairbanks; WMAR-TV Baltimore; 
WBLN-TV Bloomington, Ill.; Chicago, Mal- 
colm Howard*; WGTH-TV Hartford; KSWO- 
TV Lawton, Okla.; WTVJ Miami; WLAC-TV 
Nashville; KATV Pine Bluff; Pittsburgh, 
Ketchum, MacLeod & Grove*; KXLY-TV 
Spokane; WEAT-TV West Palm Beach. 

* Sold directly to agency. 


Mad Whirl 


Dallas; Denver, Miller Adv.*; Ft. Worth; 
Huntington; Minneapolis; Philadelphia; St. 
Paul; Wheeling; Wilmington. 

* Sold directly to agency. 


KGMB-TV Honolulu; 


KBTV Denver; 
WSEE Erie; WNCT 
PLC-TV Lake Charles; 

KING-TV _ Seattle; 


= Express 


NBQ_ Chicago; 
KHOA-TV Quincy. 


Police Call 
KSWO-TV Lawton; KHQA-TV Quincy. 


TNT Package 


KENI-TV Anchorage; WMAR-TV Baltimore; 
KBOI-TV Boise; WBZ-TV Boston; WBEN- 
TV Buffalo; WMT-TV Cedar Ra ids; WCHS- 
TV Charleston, W. Va.; WGTH-TV Hartford; 
KPR*-TV Hous! on; KTVH Hutchinson; 
WISH-TV Indianz2polis; KMBC-TV Kansas 
City; KSWO-TV Lawton; a -TV Mem- 
phis; WTVJ Miami; WCCO-TV inneapolis; 
WLAC-TV Neshville; WCBS-TV New York; 
vor TV Providence; KATV Pine Bluff; 
ae, -TV Quincy; WHAM-TV Rochester: 
TV Sacramento; KUTV Salt Lake 

City: KPIX San Francisco; KING-TV Se- 
attle; WTHI-TV Terre Haute; WEAT-TV 
West Palm Beach; WILK-TV Wilkes-Barre. 


NBC TELEVISION FILMS 

Badge 714A 

KHAD-TV Laredo. 

Badge 714B 

WUSN-TV Charleston, S. C.; WT'VY Dothan, 


Ala; WJAR-TV Providence, Nabisco; 
KCMC-TV Texarkana, Tex. 


WOR-TV New York; 
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NBC Television Film’s 


Gildersleeve. 


The Great 


Badge 714C 

WLOS-TV Asheville, N. C.; WABI-TV Ban- 
gor, Cott Beverages; KOOK-TV Billin s, 
Rainier Beer; WUSN-TV Charleston, S. C.; 
WHIO-TV Dayton, Burger Beer; WNHC-TV 
New Haven, Ehlers Coffee; WNHC-TV New 
Haven, Cott Beverages; KCMC-TV Texar- 
kana, Tex.; KIVA-TV Yuma, Ariz. 


Captured 

WGBS-TV Miami; WPRO-TV Providence; 
KSL-TV Salt Lake City. 

Crunch and Des 


KTBC-TV Austin, Jax Beer; WBAL-TV Bal- 
timore, American Brewing; W-TWO Bangor; 
KKTV Colorado Springs; KVDO-TV Corpus 
Christi, Guaranteed Title & Trust Co.; 
KDUB-TV Lubbock, Lubbock Floor Cover- 
ing Co.; WPRO-TV Providence. 


Dangerous Assignment 

WJIM-TV_ Lansing, Gruen Watch Co.; 
WABC-TV New York; KWTV Oklahoma 
City, Gruen Watch Co.; WPRO-TV Provi- 
dence; KWK-TV St. Louis, Bederman Furni- 
ture Co.; WKBN-TV Youngstown. 

The Falcon 

WITI-TV Milwaukee; KVAR Phoenix; KSL- 
TV Salt Lake City. 

The Great Gildersleeve 

WUSN-TV Charleston, S. C.; KGBT-TV Har- 
lingen, Tex.; PRO-TV Providence; KTVT 
Salt Lake City. 

Hopalong Cassidy—Half Hour A 
WFIE-TV Evansville; KLAS-TV Las Vegas; 
WSIX-TV Nashville. 

Hopalong Cassidy—Hour 

WFBC-TV Greenville, S. C.; WHIZ-TV 
Zanesville, O., Hallmark Furniture & Coca- 
Cola Bottling. 

Inner Sanctum 


New Britain, Savarin Coffee; 
Providence; KSL-TV Salt Lake Cit 


(Continued on : page 70) 
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National Telefilm’s TNT Package fea- 


ture, Portrait of Jennie. 








Sales Booster 


Levit’s, of Houston, was just 
another small jewelry store be- 
fore it began advertising on tv, 
says the trade magazine Nationa! 
Jeweler in an article in its Feb- 
Today 


nized as one of the largest stores 


ruary issue. it is recog- 


in the southwest. 

Levit’s began using television 

1951 at the suggestion of its 
agency, Kamin Advertising. They 
used a 10-minute newscast on 
KPRC-TV Houston. It took about 
six months for the campaign to 
catch on. Then the store began 
to feel the upswing. Another 
station commitment forced a 
change in program and Levit’s 
tried feature films. These were 
satisfactory but the firm had its 
eye on a local live wrestling show 
which had an enthusiastic Hous- 


When the old 


sponsor dropped the show Levit’s 


ton audience. 


was first in line and got the 
program. 

Wrestling, usually considered 
a low-brow entertainment, proved 


to be a good move for the 


quality jewelry. As Bill Blum- 
berg, of the agency says: “Some 
of the most enthusiastic wres- 
tling fans come from our high 


And 


and diamonds, the 


society.” sales of watches 


firm’s spe- 
cialty, soared. Later Levit’s added 


Liberace and other programs. 


All of the Levit executives — 
Frank Levit, the diamond expert 
who founded the firm in 1917, 
and his sons Harry and Maurice. 
who are partners, as well as a 
third son, Maurice, who is learn- 
ing the business—appear as often 
as possible on the television com- 
They say 


customers to feel 


this helps 
they 


mercials. 
know 


them. 


The father-son partnership is 
so well sold on tv that it devotes 
90 per cent of its advertising 
budget to the medium. The re- 
maining 10 per cent goes to 
direct radio and 


papers. 


mail, news- 














Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56th STREET 
CHICAGO: 16 EAST ONTARIO STREET 


A Disneyland opening sets a festive party mood for Aunt Jemima Party Pancakes 
in this series of 60-second spots with a 30-second adaptation by SARRA. Voice-over 
audio and live action photography of the product in use, appetizingly present the taste 
pleasure to be enjoyed by making pancakes with Strawberry, Chocolate, Egg Nog or 
other favorite flavors. Strong package identification supports rather than dominates 
the basic taste appeal. Produced by SARRA for THE QUAKER OATS COMPANY 
through J. WALTER THOMPSON COMPANY. 





SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Written with a view to the practical, down-to-earth attitude of the farmer, this arresting 
series of two minute commercials by SARRA sells “hard” for Purina, makers of chows 
for poultry and livestock. Savings for the farmer and weight gains for animals are the 
two-fold advantages to be derived from feeding scientifically developed Purina Chows 
to chicks, cows, steers, pigs and other livestock. Excellent live action location photog- 
raphy captures authentic “farm atmosphere” to make the message both convincing and 
credible. Produced by SARRA for RALSTON PURINA CO. through GARDNER 
ADVERTISING COMPANY. 





SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 








Increasing the consumption of Schoenling Beer by promoting its enjoyment on any 
occasion, any day of the year, is the aim of this series of 20 and 10-second spots by 
SARRA. Through unique live action photography, the date frames in a novel calendar 
setting become window frames for a young couple who sing the theme of a catchy. 
new Schoenling jingle, “Sooner or later, you’re going to try Schoenling.” By spot- 
lighting the product in other frames, immediate recognition of brand name and bottle 
is assured. Produced by SARRA for THE SCHOENLING BREWING COMPANY 
through ROLLMAN ADVERTISING AGENCY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Proceeding on the basic premise that nothing sells a food product like taste appeal, 
SARRA places the emphasis on flavor in this new 20-second spot for Patrick Cudahy 
Pure Pork Sausages. A new jingle augments clever animation to emphasize that only 
the finest ingredients go into the product. Brand name and package identification are 
heavy throughout. Appetizing views of the product have that “so good you can taste 
it” quality. Produced by SARRA for CUDAHY BROTHERS CO. through KLAU-VAN 
PIETERSOM-DUNLAP. INC. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





April 1956, Television Age 69 











Film (Continued from page 68) 


Life of Riley D 
WEAU-TV Eau Claire. 


Steve Donovan, Western Marshal 


KALB-TV Alexandria; WLW-A Atlanta; 
WJBF Augusta; KTSM-TV El Paso; KTVH 
Hutchinson, Consumer's Co-op; WITI-TV 
Milwaukee; WSM-TV Nashville; WPRO-TV 
Providence; KTVT Salt Lake City; KELO- 
TV Sioux Falls, Consumer's Co-op. 


Victory at Sea 


WGLYV Easton; WHAM-TV Rochester, N. Y.; 
Rochester Motors. 


SCREEN GEMS, INC. 


All Star Theatre 


KERO-TV Bakersfield; WCNY-TV Carthage, 
Dow Breweries; WNOK-TV Columbia, S. C.; 
WBNS-TV Columbus, O.; WB Florence, 
S. C.; WNCT Greenville, N. C.; KLOR 
Portland, Ore.; KZTV Reno, Purity Biscuit 
Co.; WARM- TV Scranton. 


FOR A HAPPY PRESENTATION 


The joy of accomplishment is a universal happiness. 
Especially in the case of a film which is your creation, born 


out of hard work and careful planning. 


Because Precision’s staff of specialists adds its own 
creative efforts to yours by the use of specially designed 
equipment, and by careful handling and intelligent timing — 
you might say we are fellow creators, working with you 

to bring out all you’ve put into the original . . .Yes, 


and maybe more! 


So, when you turn those 16mm dreams into 


realities, be sure to call upon Precision for the accurate, sound 


and exact processing your films deserve. 


Remember: Precision is the pace-setter in processing 


of all film. No notching of originals—scene to scene 
color correction, optical track printing, 
all are the very best ...35mm service, too! 


Big Playback 


KHSL-TV Chico; KLTV Tyler, Reynolds- 
Elkin Adv. Agency*; KIVA-TV Yuma, Ariz. 
*Sold directly to agency. 


Celebrity Playhouse 


WSAV-TV Savannah, Liberty Nat'l Bank & 
Trust Co. & Sears-Roebuck; STV-TV 
= “anna KOPO-TV Tucson, Purity Bis- 
cuits. 


Feature Films 


KFJZ-TV Ft. Worth; WTTV Indianapolis; 
KCMO-TV_ Kansas City; WCBS-TV New 
York; WOW-TV Omaha; KSYD-TV Wichita 
Falls; KUTV Salt Lake City; KRON-TV San 
Francisco. 


Jungle Jim 


maar TV Bakersfield; WUSN-TV Charles- 

a oes a i-Cola & Balentine Packing 
Co: WIS-TV Columbia, S. C., Pepsi-Cola & 
Balentine Packing Co.; WBNS- TV Columbus, 
O.; WNCT Greenville, N. C.; WARM- TV 
Scranton; KXLY-TV Spokane; KSYD-TV 
Wichita Falls. 
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FruM™M 


21 West 46th Street, 


CABGORATFTORI ES. tnc. 
New York 36, New York 


A DIVISION OF J. A. MAURER. INC 


tn everything, there is one best .. . in film processing, it's Precision 
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Tales of the Texas Rangers 

KERO-TV Bakersfield; KIEM-TV Eureka; 
WJTV Jackson, Blue Ribbon Creamery; 
—* Scranton; KFDX-TV Wichita 
alls. 


Top Plays of 1956 


adage Greenville, N. C.; WBNS-TV Colum- 
us, 


STERLING TELEVISION CO. 


Animal Pictures 
KOIN-TV Portland, Ore. 


Beat tie Experts 
KFBC-TV Cheyenne; KTSM-TV El! Paso. 


Bowling Time 
WKJG-TV Ft. Wayne, Weidemen Beer; 
WCMB-TV Harrisburg, Marshall Oil Co.; 
KONA Honolulu; WHTN-TV Huntington, 
Star Furniture Co.; WMUR-TV Manchester; 
wcco- Minneapolis; KPTV Portland, 
Ore., Willac Tire Co., Sealy Mattress Co., 
Oregon Bowling Prop.; WHBF-TV er 
Island; XETV San Diego; WGBI-TV Scran- 
ton; WNOW-TV York. 


Concert Hall 
KOIN-TV Portland, Ore. 


Jr. Crossroads 
KID-TV Idaho Falls. 


Jungle 
WKNB-TV New Britain. 


Lash Larue 
WPFH Wilmington, Del. 


Little Show 
KHSL-TV Chico, Cal. 


Movie Museum 
KRBC-TV Abilene; WCAX-TV Burlington; 
KTSM-TV El Paso; KID-TV Idaho Falls. 


Serenades 
KOIN-TV Portland, Ore. 


Tales of Tomorrow 
WGR-TV Buffalo; WTVJ Miami; WBRE-TV 
Wilkes-Barre. 


Vienna Philharmonic 
KOIN-TV Portland, Ore. 


Wonders of the Wild 

KIMA-TV Yakima. 

World We Live In 

Greyhound Bus Co. sponsoring in following 
markets: KOOK-TV Billings; KDAL-TV Du- 


luth; WDAY-TV Fargo; WBAY-TV Green 
ney: WKOW-TV Madison; WTVO Rockford, 


STUDIO FILMS, INC. 


Studio Telescriptions Musical Library 


WCIA Champaign; WGN-TV Chicago; 
KOMU-TV Columbia, Mo.; KROD-TV_ El 
Paso; WINK-TV Fort Myers; WKJG-TV Fort 
Wayne; KARK-TV Little Rock; WTVO Rock- 
ford; KENS-TV San Antonio; KRGV-TV 
Weslaco. 


Showtime 


WGN-TV Chicago; KROD-TV El Paso; 
WPBN-TV Traverse City, Mich., Bay Shore 
Meat Products; KWTX-TV Waco; KRGV-TV 
Weslaco. 


Film Commercials 


AMERICAN FILM PRODUCERS 
Completed: Pharmaco, Inc., Medigum, 
DCS&S. 


ANIMATION INC. 


Completed: National Bohemian Corp., Bo- 
hemian Beer, W. B. Doner; Speedway Petro- 
leum Corp., Speedway Gasoline, W. B. Doner. 
In Production: Helbros Watch Co., Watches, 
Erwin, Wasey & Co.; Sohio Boron, Gasoline, 
McCann - Erickson; Sherwin - Williams Co., 
Paints, Fuller & Smith & Ross; Winter Seal, 
Prefabricated Windows, Howell & Young; 
Twin Pines Farm Dairy, Luckoff & Wayburn. 


ATV FILM PRODUCTIONS, INC. 


Completed: General Motors Corp., Frigi- 
daire,, Kudner; R. J. Reynolds Tobacco Co., 
Cavalier, Esty; Pharmaceuticals, Inc., Geri- 
tol, RDX, Zarumin Kletter; Bulova Watch 
Co., McCann-Erickson; Procter & Gamble 
Co., Ivory Snow & Tide, B&B; Coty, Inc., 
Cream Powder, Franklin-Bruck; Procter & 
Gamble Co., Ivory Soap, ay The An- 
drew Jergens Co., Woodbury Soap, Orr. 


(Continued on page 73) 
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Maurice L. levy 
Newsree! Cameraman of the Vear.. 
... ims top V News with 
AURICON l6mm Sound-On-Hilm Camera! 





Maurice L. Lev V's Ace C in recently named “Newsreel Cameraman 
of the Year” is one of the many top newsmen who shoot award-winning films with 
Auricon 16mm Sound-On-Film Cameras. 


Racing to provide the public with up-to-the-minute coverage of the news, Mr. Levy 
spans Texas and the entire Southwest in a radio-equipped plane. Wherever fire, 
flood or tornado strikes, Levy's Auricon Sound Camera films the news as it happens! 


This is another example of how Auricon 16mm Sound-On-Film Cameras are being 
used to produce Television Newsreels, as well as Film Commercials, Dramatic 
Inserts and local Candid-Camera programming with speed and dependability. 


to (at top) 
with his 16mm Sound-On-Film 
Camera. (Center), and 
complete the high-flying Newsreel Crew. 
(above) with 
which helped him win top award in Annual National Press 
Photographers Association Competition, and 
title of 


A PRODUCT OF 
BERNDT-BACH, INC. 


eSe3 No. Manstielid Ave. 
Hollywood 38, Calif. 


— Wt 
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a PH, 


CINE-VOICE AURICON PRO-600 SUPER 1200 
$695.00 $1497.00 $4652.15 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 1931 








5.0.8. Has YOUR BEST DEAL 


The ALL NEW 
AURICON PRO-600 


for 16mm Ontical Sound -On-Gilm 


Professional 
Picture Camera with 


N.0.8. JUNI 
Gor Jon 
Professional 
Performance 


VASTLY IMPROVED OVER 
ANY TRIPOD IN ITS CLASS 


TRIPOD 













Built-in Features ® For all types of medium weight cameras. 

® Outside, knurled camera tightening knob with angle gears. 

® Telescoping, offset tripod handle with second handie position 

® Positive pan and tilt locks, with large tightening levers. 

® Detachable, precision machined friction plate 

®@ One-piece leg locking knobs for quick adjusiments, even tension 

® Aluminum leg supports with leg rest ledge minum le 
bearings. 

@ Extra smooth friction head—guaranteed for 5 years. 

® Seasoned, solid hardwood legs, oil treated and polished will 
not stick. 


ONLY $145 (Sturdy Fibre Carrying Case $18) 


Write for brochure showing complete line of tripods and accessories 


























“Auricon Pro-600" with Lens 
Blimping Hood, Auto Parallax 








Finder with Magazine, Tripod 











“Auricon Pro-600" with Single- 
Lens “C” Mount, Tele-Finder 
Objective, View Finder, Magazine 


Self-blimped for completely quiet 
studio operation. The whisper-quiet 
film flow of The “Auricon Pro- 
600” is silent proof of precision de- 
sign. Your sound-recording micro- 
phone never picks up “’Pro-600” 
camera noise! 


600 ft. film Magazines with Auri- 
con-Electromatic Take-up, for 16 
minutes of continuous ‘’Talking- 
Picture” filming. 


Synchronous Motor Drive for “’Sin- 
gle - System” or “Double - System” 
Recording. 


Available at added cost is “Single- 
System” equipment for Optical 
Sound-Track-On-Film, “C-mount” 
Lenses, Film Magazines, View- 
Finders, 3-Lens Turret, Critical 
Ground Glass Focusing, Lens Sun- 
Shades, Tele-Finders, etc. 





“Auricon Pro-600" with Critical *% Sold with 30 day money-back 
Ground-Glass Focusing, 3-Lens Turret 


guarantee, you must be satisfied! 


PRICES START AT $1165 


Write for free illustrated “ALL NEW Auricon Pro-600” literature and prices 


SPECIAL OFFER to AURICON-PRO OWNERS 


$.OS. will accept your old camera as a trade-in for the 
“All New Auricon Pro600." TIME PAYMENTS, TOO! 








TITLER & SPECIAL EFFECTS KIT 


16/35mm 


FOR 
PROFESSIONAL 
RESULTS! 


For producing the 

widest range of titles, 

trick films, cartoons, an- 

imation, etc. Takes most 

types of movie cam- | 

eras. Horizontal and - - 

verucal ope.ation. :able adjustable north, east, south, west. Front 

and rear illumination. Title board size 7¥%‘'x9'¥" with tipping frame, 

over-all dimensions 40"x15"x12", weight 40 lbs. Complete with all 

accessories. Write for brochure. 

® Twin lamps with reflectors for front and rear illumination. 

@ Title card frame with platens at top and bottom. 

® Distance scale to obtain correct setting of camera lens. 

® Running plus climbing title device for producing any number of 
titles lines. Turntable for ro‘ating titles, small objects and many 
other purposes. 





Se ox vc cedenwe ou. lecdeavens<s0s sq ae Rhee $159.50 
EE on eas hae ee ene eas Ke eaw hie Ase $198.50 
MODEL TG IV, 16/35mm (illustrated) ..............-...--. $295.00 




















Take Advantage of 5.0.5. Time-Payment Plan 


Convenient payment terms arranged. You may apply 
your idle or surplus equipment as a trade-in. 


“The Department Store of the Motion Picture Industry” 





\ ) " CINEMA CUPP LY CORP Dept.N, 602 WEST 52nd ST., NEW YORK 19, NLY. 
. : v e Phone: Plaza 7-0440 Cable: SOSOUND 


WESTERN BRANCH: 6331 Hollywood Boulevard, Hol’ywood 28, California — 


Phone: HOllywood 7-9202 
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UPA’s Piel Bros. spot featuring Bert and Harry 


Ve 
Ki lm (Continued from page 70) 


In Production: General Motors Corp., Frigi- 
daire, Kudner; Procter & Gamble , Tide, 
B&B; Pharmaceuticals, Inc., Geritol, " RDX; 
Zarumin, Kletter; Coty, Inc., Cream Powder, 
Franklin-Bruck; Procter & Gamble Co., 
Ivory Snow, B&B; R. J. Reynolds Tobacco 
Co., Cavalier, Esty; Procter & Gamble, Ivory 
& Duz, Compton; Colgate-Palmolive Co., 
Rapid Shave, Esty. 


HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
INDUSTRIAL & TRAINING FILMS 


channel 


Serving prosperous eastern N. C. 





GEORGE BLAKE ENTERPRISES, 
INC. 


Completed: General Electric Co., Closing, 
BBDO; The F. & M. Schaefer Brewing Co., 
BBDO; The Toni Co. Div., Prom, North; 
General Cigar Co., White Owl Cigars, Y & R. 
In Production: American Oil Co., Amoco 
Products, Katz; Esso Standard Oil Co., Car- 
wash, McCann-Erickson; American Tobacco 
Co., Lucky Strike Cigarettes, BBDO. 


FIVE STAR PRODUCTIONS 


Completed: Reddi-wip Inc., Self-Whipping 
Cream, Ruthrauff & Ryan; Chevrolet Dealers, 
Cars, Campbell-Ewald; W. A. Sheaffer, Car- 
tridge Pens, Russel M. Seeds; Brown & Haley, 
Honig-Cooper; Jays Foods Inc., Potato Chips, 
Olian & Bronner; Chrysler Corp., Cars, Mc- 
Cann-Erickson. 

In Production: Chevrolet Dealers, Cars, 
Campbell-Ewald; W. A. Sheaffer, Cartridge 
Pens, Russel M. Seeds; Brown & Haley, 
Honig-Cooper; Reddi-wip Inc., Self-Whip- 
ping Cream, Ruthrauff & Ryan; Jays Foods 
Inc., Potato Chips, Olian & Bronner; Lu- 
zianne Coffee, Walker Saussy. 


HARRIS-TUCHMAN PRODUCTIONS 


Completed: Standard Oil Co. of Texas, White 
& Shuford. 

In Production: International Metal Products 
Co., Arctic Circle Air Coolers and Alpine Air 
Coolers, McCarty Co.; Carnation Co., Fris- 
kies’ Dog Food, Erwin, Wasey & Co.; South- 
ern California Muffier Assn., Walter 
McCreery. 


KLING FILM PRODUCTIONS 
Completed: Hotpoint, Inc., Built Ins, Maxon; 
Fulham Brothers, Inc., Fish sticks, Tatham- 
Laird; Armour & Co., Frankfurters, Tatham- 
Laird; DX Sunray Gasoline, Poits-Wood- 
bury; Mars, Inc., Milky Way, Leo Burnett; 
Avco Mfg. Corp., Crosley Refrigerators, Earle 
Ludgin. 

In Production: The Toni Co., Div., Prom, 
North Adv.; Orange Crush Soft Drinks, 
H. W. Kastor; Procter & Gamble Co., Ameri- 
can Family, H. W. Kastor; Avco Mfg. Corp., 
Bendix Washer, Earle Ludgin. 


LALLEY & LOVE, INC. 


Completed: Chrysler Corp., Chrysler Motors, 
McCann-Erickson; North ‘American Philips 
Co., Inc., Norelco Electric Shaver, La- 
Roche; American Safety Razor Cor + ‘Gem 
Razors & Blades, McCann-Erickson; Westing- 
house Electric Corp., Ketchum, MacLeod & 
Grove. 

In Production: S.S.S. Co., Neuralbalm, Day, 
Harris, Hargrett & Weinstein. 


McCADDEN CORP. 

In Production: Carnation Co., Instant Milk, 
Erwin, Wasey & Co.; B. F. Goodrich Co., 
Tires, BBDO; R. J. Reynolds Tobacco Co., 
Winston Cigarettes, William Esty. 


NATIONAL SCREEN SERVICE 
Completed: Gemex Co., Watchbands, Fair- 
fax; Embassy Distributors, “Wiretapper” 
spots; Wildroot Co., Inc., “Robin Hood” spots, 
BBDO; ABC Film ‘Syndication, “Three Mus- 
keteers” spots. 

In Production: Electric Auto-Lite Co., Bat- 


(Continued on page 74) 


HOLLYWOOD’ 
IN THE EAST’ 














AGENCY: KUDNER AGENCY, INC. 
FOR: FRIGIDAIRE 





AGENCY: BENTON & BOWLES, 
INC. 


FOR: TIDE 





AGENCY: EDWARD W. KLETTER 
FOR: ZARUMIN 








EXETER 2-4949 


ATV FILM PRODUCTIONS, INC. 
37-15 35th STREET, L.1.€.1, N.Y. C. 
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In the SPOTlight 


current productions making 
sales records 





McCann-Erickson, N. Y. 
Premium Saltines 


Agency: 
Client: 





Agency: 
Client: 


Cunningham & Walsh,N. Y. 
L & M Cigarettes 


e 





Needham, Louis & Brorby, 
Chicago 
Johnson’s Wax 


d 
; s 
inc. % 
ed 
‘ 

oe Slice 


1037 N. Cole Ave., Los Angeles 38, Cal. 


Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 
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teries and sparkplugs, Grant; New York Mir- 
ror, 22 Youth Forum. 


A A. NILES PRODUCTIONS, 


Completed: Oklahoma Gasoline, Maryland; 
Rust-Oleum Corp., Rust Preventative, 
O'Grady - Anderson - Gray; American Dairy 
Assn., Dairy Products, Campbell-Mithun; 
The Wolco Products, Inc., i-Shine auto 
polish, Manchester-Williams-Kreer; Curtiss 
Candy Co., Baby Ruth bars, C. L. Miller; 
Boushelle Rug Cleaners; Birck-Fellinger. 
Dry Cleaners; Kelsey-Fraser, Electric a 
ances; Union Starch & Refining Co., Reddi- 
Starch liquid starch, H. W. Kastor. 


PLAYHOUSE PICTURES 


In Production: Ford Motor Co., JWT; Helm’'s 
Olympic Bakeries, Hicks & Griest; Westgate- 
California Tuna Canning Co., Breast O’ 
Chicken Tuna, FC&B; Rexall Drug Co., 
BBDO; M. J. B. Co., Coffee, BBDO; Chal- 
lange Cream & Butter Assn., Milk, Hixson & 
Jorgensen; Richfield Oil Corp., Ethyl, Hixson 
& Jorgensen; So. Calif. Gas Co., McCann- 
Erickson; Kellogg Co., Corn flakes, Leo Bur- 
nett; Union Oil Co. of California, Y&R; Ari- 
zona Brewing Co., Pilsner Beer, Erwin, 
Wasey; Eastside Old Tap Lager, JWT; M. J. 
B. Co., Tree Tea, BBDO; Hotpoint, Inc., The 
Barker Co. 


ROLAND REED TV, INC. 


Completed: National Biscuit Co., Ritz Crack- 
ers, Illuminating Co. of Cleveland, McCann- 
Erickson; Ford Motor Co., Cars, JWT. 

In Production: Thorp Finance Co., Klau-Van 
Pieterson-Dunlap; P. Lorillard Co., Old Gold 
Cigarettes, Lennen & Newell; Mullins Mfg. 
Corp., Youngstown Kitchens, Brooke, Smith, 
French & Dorrance. 


SCREENCRAFT ENTERPRISES INC. 


Completed: American Bakeries Co., Merita 


Bread, Tucker Wayne & Co. 


WARREN R. SMITH, INC. 


Comabetes: Mother Drake Bread, Friedman 
& Rich; Gulf Oil Corp., Tubeless Tire, Y&R; 

Alumaroll Aluminum Awnings, Dubin & 

Feldman. 

In Production: Gulf Oil Corp., Trak Moth 

Repellent, Y&R; Aluminum Fabricating Co., 

Season-All Storm Screen, Lando. 


SONG AD FILM-RADIO 
PRODUCTIONS 


Completed: Pacific Northwest Telephone & 
Telegraph Co., Cole & Weber; Kraft a 
Co., Cottage Cheese, IWT; Gulf aoe 
Grand Prize Beer, FCB; Jet-Glas ater 
Heater, Hixson & Jorgensen; Hot Shoppes, 
Restaurant Chain, M. Belmont Ver Standig; 
Gaffers & Sattler, Gas Ranges, Elwood J. 
Robinson; Bean Son & Co., Schwinn Bicycles, 
Cc. B. Juneau. 

In Production: Tidewater Associated Oil, 
Flying “A” (Tydol), Buchanan & Co.; Ed 
James Buick, Cars, Sales Consultants; Pierce 
Brothers Mortuaries, Philip J. Meany; Bo- 
hemian Breweries Inc., Bohemian Club Beer, 
Devine & Brassard; Oertel Brewing Co., 
Oertel’s 92 Beer, M. R. Kopmeyer; McMa- 
hon’s Furniture Stores. 


TV CARTOON PRODUCTIONS 


Completed: M.J.B. Co., Coffee, BBDO; Gold 
Bell Gift Stamps, Simons-Michelson; Fore- 
most-Golden State Dairies, Inc., Guild, Bas- 
com & Bonfigli; Dri-Zit Co., 
Lucky Lager Brewing Co., 
Erickson; Chris-Cuts, Eugene DeChristo- 
pher; Krunchie Potato Chips, Simons- 
Michelson; Bel Air Frozen Orange Juice, 
Wiener, Ohyler, Reynolds & Baker; Rocky 
Road Candy Bar, Art Blum & Co. 

In Production: Safeway Stores, Inc., Sky- 


lark Slender Way Bread, R&R; “Suzie” 
opening, Guild, Bascom & Bonfigli. 
TRANSFILM, INC. 

Completed: U. S. Rubber Co., U. S. Royal 


Tires & Koylon, Fletcher Richards; Speidel 
Co., Watchbands, Norman, Craig & Kummel; 
General Electric Co., Portable radios, Maxon: 
Radio Corporation of America, Show open- 
ings, K&E; E. I. DuPont de Nemours, Annual 
report, BBDO; Lever Bros. Co., Imperial 
Margarine, FC&B; General Motors orp., 
— Automobiles, MacManus, John & 
Adams. 


TV SPOTS, INC. 


Completed: Liggett & Myers Tobacco Co., 
L & M Filter, Cunningham & Walsh; Na- 
tional Biscuit Co., Saltines, McCann-Erick- 
son; Standard Oil of New Jersey, Esso, Mc- 
Cann-Erickson; S. C. Johnson & Son, Inc., 
Polishing Wax, Needham, Louis & Brorby; 
Tidewater Associated Oil Co. (Eastern Div.), 
Veedol, Buchanan & Co.; Shell Oil Co., Diel- 
drin; Chrysler Corp., Plymouth, N. W. Ayer. 
In Production: Drewry’s Ltd., U.S.A., Inc., 
Beer, McFarland-Aveyard; General Motors 
Corp., Pontiac, MacManus, John & Adams; 
Seattle Packing Co., Bar ig Meats, Miller, 
Mackay, Hoeck & Hartung; Falstaff Brewing 
Corp., Beer, D-F-S; Standard Oil = bag | 
Jersey, .. McCann-Erickson; Spe 
Hutchinson, S & H Stamps, SSC& "Shell 
Oil Co., Endrin. 


UPA PICTURES. INC. 


In Production: Talon, Inc., Zippers, Donahue 
Sales Corp.; P. Lorillard Co.. Old Gold Ciga- 
rettes, Lennen & Newell; Piel Bros., Beer, 
Y&R; Outboard, Marine & Manutacturing 
Co., Lawn Boy, Geare-Marston; S. B. Thomas 
Inc., Thomas Bread, David J. Mahoney; 
Colgate-Palmolive Co., Florient, Street & 
ee: P. Ballantine & Sons, Beer, N. W. 
yer. 


VIDEO PICTURES, INC. 


Completed: Anson, Inc., Jewelry, Grey; 
Oldsmobile Div., General Motors Corp., 
Oldsmobile, D. . Brother; Simoniz Co., 
Floor Wax, SSC&B; Griffin Mfg. Co. Inc., 
Microsheen, Geyer; Mutual of Omaha, In- 
surance, Bozell & Jacobs; The American 
Tobacco Co., Tareyton Cigarettes, Hackett; 
Carter Products, Inc., Rise shaving cream, 
SSC&B; Colgate-Palmolive Co., Halo sham- 
poo, Carl S. Brown. 

In Production: Glass Container Mfg. Insti- 
tute, Containers; The Gruen Watch Co., 
Grey; Shulton, Inc., Old Spice. 











William J. Scripps Assoc. 


Telec Cc. Itants 
1005 Kales Building 
Detroit 26, Michigan 

WOodward 3-1750 

















The: only complete 
TV FILM SERVICE 


including... 





SPLICING IN 
COMMERCIALS 





No. 1 in a series 


TV Film Service 


630 Ninth Ave. + JU.6-1030 


New York Chicago Los Angeles 
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All-time entertainment success — runaway best 
seller novel and comic book — smash hit 
movie and play—now THE THREE MUSKETEERS 
brings its fabulous audience appeal to TV! 





“SNEAK PREVIEW" 
SPELLS SUCCESS 
Here are the highlights of a special “Musketeers” 
television preview (full details available 
on request). 
“Good family entertainment" 
— claimed 9 out of 10 


“Want to watch additional programs 
of ‘The Three Musketeers’ "’ 


— reported 9 out of 10 
“Loved Jeffrey Stone as d'Artagnan"™ 
— raved 91.4% 





“THE THREE MUSKETEERS,” 


brand new, proven TV success, will deliver 
audiences for you. 


Write, wire, phone for details. 
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A’ apt description for Mickey 
Schwarz, head of the film com- 
mercial firm, ATV Film Productions, 
Inc., is “to the camera born.” 

When 41-year-old Mr. Schwarz, a 
native New Yorker, was fifteen years 
old, he spent Saturdays winding film 
racks in the family-owned Meyer 
Rieger Laboratories. He’s been in the 
motion picture and television film 
business ever since. 

He began in 1933 on a full-time 
basis and was, in order, technician, 
cutter, editor, director and producer 
for such organizations as Sol Lesser 
Productions, Universal Pictures, Gen- 
eral Service Studios, the U. S. Air 
Force and Trinity Pictures. 

Mr. Schwarz took to tv in 1948, 
joining Marion Parsonnet Studios as 
director and supervising film editor 
on the Faye Emerson Show. In 1950 
he directed Melvyn Douglas in Holly- 
wood Offbeat, one of tv’s first syndi- 
cated film shows. Most of his work 
with Parsonnet, however, was as edi- 
tor and director of commercials, par- 
ticularly those for Procter & Gamble. 

Then, in 1953, he organized ATV 
and began producing commercial film 
spots himself. “I rented a desk and a 
cutting room, and I was in business,” 
Mickey Schwarz muses today. “I was 
producer, director and cutter. In ad- 
dition, I did the selling.” 

The first ATV production was a 
P&G Ivory Snow spot which, suitably, 
pictured a little girl washing her face 
with soap for the first time. Other 


Film closeup: 


ATV Productions 


. 


& 


P&G spots followed, especially the 
opening formats and the commercials 
for Fireside Theatre. Mr. Schwarz pro- 
duced and directed these for two years. 

Meanwhile, other clients entrusted 
their products to Mr. Schwarz’ camera 
—Gillette, Frigidaire, Aveo and Rem- 
ington Rand, to name a few. “We've 
made films for every kind of product 
from soap to beer to oil to sermon- 
ettes,” he states. “And we've made 
every kind of spot from an eight-sec- 
ond ID to the 54-minute segments 
for Fireside, Theatre.” 


Growing Business 


This increase in business meant, of 
course, an increase in manpower, space 
and facilities. Accordingly, in Novem- 
ber, 1954, Mr. Schwarz made his big 
move. He opened 10,000 square feet of 
studios and, in June 1955, adjoining 
offices in Long Island City which the 
firm’s founder says, “Give us the 
largest independent studio and facili- 
ties in the east.” 

In the air-conditioned studio build- 
ing is one stage, 90 x 50 feet, another 





Spot for Ivory Snow 


Mickey Schwarz directs WAC commercial 


63 x 50 feet. Then there’s an insert 
stage 27 x 27 feet, a practical kitchen. 
separate electrical, prop and make-up 
rooms and several private dressing 
rooms. The combination scene dock 
(with more than 70 flats) and car- 
penter shop, in an area 23 x 50 feet, 
is located across the street from the 
studio so that there is no interference 
with shooting. In addition, there are 
the staff's offices, a projection room 
and booth, cutting rooms and film 
storage space. 

“We now have all production facili- 
ties within reach,” the firm’s president 
states. “And because we’re an inde- 
pendent operation we have control of 
our stages and equipment. This gives 
us many time advantages.” 

For example, ATV recently com- 
pleted 45 minutes of Frigidaire com- 
mercials on a 24-day shooting sched- 
ule. It delivered air prints to Gillette 
in three working days. It frequently 
turns out films in four weeks instead 
of six. 

Mickey Schwarz still does much of 
the directing himself and oversees all 
of the work in the studio. “But,” he 
says openly, “I’m only as good as 
the people around me.” The ATV 
founder and president points to Jack 
Lemmon, vice president in charge of 
sales; Milt Cohen, vice president in 
charge of production, and Frank Beck- 
with, producer and director, as three 
of the more than 20 on his permanent 
staff who have been responsible for 

(Continued on page 81) 
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Pills by the billion pop down the mouth of this vital market. Proof: last 
year it coughed up $309-million for pharmaceutical and drug sales. But are 
you getting your share? Here’s the country’s 20th television market. West- 
ern Michigan is YOURS . . . when you buy WOOD-TV, Grand Rapids’ 


only television station. Ask us to tell you more. 


Wo © oO aS ¢ WOOD and CENTER 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY *© ASSOCIATES: WFBM-AM 
AND TV, INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS © REPRESENTED BY KATZ AGENCY 
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TV Homes state-wide: 1,165,801 
TV Homes WFBM-TV-wide: 664,507 


WFBM-TV INDIANAPOLIS 


Represented Nationally by the Katz Agency 
Affiliated with WFBM-Radio; WOOD AM & TV, 
Grand Rapids; WFDF, Flint; WTCN, WTCN-TV, 
Minneapolis, St. Paul 
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11:15-30 a.m. a -Thu.— Pillsbury. 

“Valiant Lady” 4 12-12:15 p.m.); 
Mon.—Scott Paper Gor: & F.—Genera! 
Mills; Tue. —Wesson ou: Th.—Toni. 

“Robert 2 Lewis” (M.-F, 2-2:30 
p.m.); 2-2:15 p.m.; Fri.—Brown & Wil- 
liamson, alt. wks. 

ere oS House Paty’. (2:30-3 
p.m.) ; 2 :30-45— «& Lever 
Bros.; Tu. & “a "melloas” 2: Xs. 3—M.- 
Th., Pillsbury; ,* Dole Pineapple. 

(M.-F., 3:30-4 
p.m.); 3:30- i Scott Paper ; 
Tues., Hazel Bishop, ‘alt. wks., Carna- 
ens A es ‘werd es. ig TOD Teal 
‘ri., S. O. 8., alt. wks., Haze shop. 
3:45-4—Mon.—Procter & Gamble—W. & 
Fr.—General Mills; Th., Scott Paper Co. ; FOR THOSE 
Tue., Alka-Seltzer. 

“Person To Person” (Fri., 10:30-11 
p.m.); American Oil (East Coast); 
Hamm's Brewing (Midwest); alt. wks.— 
Elgin Nat'l Watch. 

NBC— 

““Howdy Doody” (M.-F., 5:30-6 p.m.): 
M., 5:30-6—Standard Brands. Tu., 5:30- 
45—Kellogg: Int'l Shoe, Tu., 5:45-6— 
Colgate-Palmolive. Wed., 5:30-6 — Conti- 
nental Baking. Th., 5:30-45—Kellogg. Th., 
5 :45- “ampbell Soup. Fri., 5:30-45— 
sustaining. Alt. Fr. 5:49 -6—Luden’s & 


WHO CAN 


AFFORD 


Schedule of “‘Spectaculars’’: Sat., April 
14, 9-10:30 p.m.—“‘I Married An Angel.” 





THE FINEST 








A TV (Continued from page 76) 


the company’s record. Last year, alone, 
ATV produced around 350 commer- 
cials and grossed $5 million. 

Having grown quickly, ATV is plan- 
ning even further expansion for the 


future. It already has a west coast in the East it’s... As 


affiliation which gives it facilities 


there. It has already shot some com- wr 
mercials in color, only recently com- A 
pleted two 90-second color commer- = 


cials for Standard Brands, for in- 
stance. With these projects and untold 
plans in mind, Mickey Schwarz re- 


marks casually, “The future looks good ae 
to_us.” ig ROUND-THE-CLOCK SERVICES 


NEGATIVE DEVELOPING 
FIRST PRINT DEPARTMENT 





A TMCY (Continued from page 59) 


them. Going to move along now, 


ULTRA VIOLET AND 
after 16 years and three months, to be 
precise. More time now for telling FLASH PATCH PRINTING 


that Garibaldi story. More time for 16MM AND 35MM 
memories — like that speech he gave RELEASE PRINTING 


for so many years on the district meet- Melita lel aie 
ing tours: “Music — Your Great Un- 


solved Problem.” It’s not an unsolved 63 EDITING ROOMS 
problem for old Bee. Hell, you just SPECIAL TV SERVICES 
sing it; that is, if you have the voice 
for it and the heart for it. For Color it’s 
He’s going to visit his brother and 
the twins for a time; maybe take a 
trip to the Scandinavian countries, 
something he and Sherlie had planned; 
maybe buy a little place in Arizona. 


ht ofthe Assocation with him —the | MOVIELAB FILM ail INC. 
substance of those struggling years of 619 West 54th Street, New York 19, N. Y. JUdson 6-0360 


development and growth in which he 
played a central, memorable role. 
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TV CARTOON 
PRODUCTIONS 
about 


BEER 
commercials 


YU 6-6075 


222 Kearny st. 
san francisco 











FOR MORE INFORMATION ABOUT ALL 
ANIMATED COMMERCIALS, WRITE BOB 
McNEAR, DEPT. 1-C TV CARTOON 
PRODUCTIONS. 
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KOMO-TV FINDS ANSCOCHROME 
COLOR PROCESSING SIMPLE 
Using Ansco’s new color film An- 


scochrome KOMO-TV Seattle is success- 


| fully presenting its local spot news in 


full color. The station is able to do 
this on a regular basis by allowing 
and _ thirty for 


processing. The developing process for 


one hour minutes 
the new Anscochrome was worked out 
by the station’s chief newsreel camera- 
man Merle Severn. Station manager, 
who authorized the necessary research. 
is Bill Warren. . 

As Mr. Severn sees it, one of the 
advantages of the Anscochrome film 
is that all three of its color sensitive 
layers respond alike to changes in de- 
veloping time. Processing can be by 
machine, reel and trough or rack and 
tank. KOMO-TV uses rack and tank by 
which the film is wound onto a flat 
rack and submerged completely in 
At KOMO-TV a master water 
jacket is thermostatically controlled at 


solution. 


68 degrees. Into this is set six plastic 
tanks designed to hold a rack onto 
which can be wound 200 feet of color 
film. 

“This machine,” in the opinion of 
Severn, “is capable of producing con- 
sistently good results without great 
outlay of money.” It is proving en- 
tirely successful on the station. 


ZIV ESTABLISHES UNIT 


| TO MAKE COMMERCIALS 


Ziv Tv has established its own in- 


| dependent film unit to handle television 


| Maurice Unger. 


The unit will be under 
chief 
Among the assign- 


commercials. 


the direction of production 


ments now being 


handled by the 
new unit are 
commercials for 


Hamilton 
watches, 
Lambert 


and 
Phar- 
macal. 

The new facili- 





ties will be avail- 
able for color as 


has 
for 


sponsors of Ziv programs the new unit 


well as monochrome. While Ziv 


previously handled commercials 


will produce commercials for non- 
clients as well. 

The new commercial film unit will 
have its own sound stage, art depart- 


film 


and 


ment and commercial advisors, 


shipping facilities, electrical 
camera equipment and a_ production 
and sales staff totalling some 35 people. 
It will use the firm’s centralized cast- 
ing department, scenic and prop facili- 
ties and laboratories. 
KELLY IN AMOCO 
COMMERCIALS 

Emmett Kelly, famous 


Bros. tramp clown, will appear in a 


Ringling 


new series of pantomime tv commer- 
cial spots for Amoco Gas. They are 
Blake 


Sale was made by 


being produced by George 
Enterprises, Inc. 
Philip Frank, vice president in charge 
of sales for Blake Enterprises, with 
George M. Glazier, Amoco advertising 
manager. Agency is the Joseph Katz 
Co. 
NEW EASTMAN 16MM FILM 

A new 16mm, Kodachrome print 
film, to be known as Eastman Reversal 
Color Print Safety Film, type 5269, 
will be made available this month, the 


The 


color film will offer improved sound 


company has announced. new 
quality, lower picture contrast, but 
improved sharpness and finer grain, 
Eastman says. It will be sold without 
a processing charge included. 

The film will replace the present 
l6mm Kodachrome Duplicating Film, 
type 5265. The sound track of the 
new film is printed from a negative 
rather than a positive image since 
the sound track does not undergo re- 
versal processing. Eastman is making 


film 


printing laboratories and sound re- 


test available to Kodachrome 


cording studios. 
GARGAN TO TELEPROMPTER 
William Gargan Jr. has become 
sales manager of the TelePrompTer’s 
Hollywood office, Herbert W. Hobler, 
vice president of the firm has an- 
nounced. Gargan will work with Fred 
Barton, west coast vice president, and 
George Kane, manager of TelePromp- 


(Continued on page 85) 

















For any situation involving important TV stakes 


TRY PULSE’S NEW 


Overnight ro. 


Accurate, Speedy, Next-Morning delivery! 








Personal coincidental: PULSE WILL INTERVIEW FOR 
YOU—ONE-TIME, EXCLUSIVE BASIS, CONFIDENTIAL—PERSONAL 
VISITS TO HOMES RIGHT DURING TELECAST. MINIMUM SAMPLE 
OF 1,500 COMPLETED INTERVIEWS. MAJOR MARKETS, COAST TO 
COAST, REPRESENTATIVE OF ALL U.S. TV HOMES. AUDIENCE 
COMP INCLUDED. 


For example 





EVENT Men Women Teens Children RATING 





President's 
“Decision to Run” 
Feb. 29, 1956 
10:00 p.m. 


Emmy Awards 
March 17, 1956 
9:00-10:30 p.m. 


Oscar Awards 
March 21, 1956 
10:30-Midnight 























For U.S. Pulse TV PULSE, Inc., 15 West 46th St., 
New York 36 
L, 8 00, 00 O FA MI L ; ES Telephone: Judson 6-3316 
interviewed personally, face to face last year IN LOS et ee — BOULEVARD 


“Largest sample outside U.S. Census, the service with the most subscribers” 
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Tta Sensational, ! 


THE WAY THESE GLOBAL PUPPETS SELL SPONSORS’ PRODUCTS 


EET some members of the fast-growing family viewer attention to your sales message. Write or 

of Global puppets! They move, act, sing, talk phone and we'll submit ideas on how Global pup- 
—and above all, they sell. And because they petry — stop-motion, three-dimensional, with the 
entertain as they sell, they give your commer- exclusive Global Syncovox process — can do the 
cials program value—the guarantee of maximum job for your product! 












Valley Forge Beer Brylcreem Arnold Bakers, Inc. 
Alvin Epstein Advertising Atherton & Currier, Inc. Charles W. Hoyt Co. 





Robert Hall Clothes 
Frank B. Sawdon, Inc. 


Abbott's Dairies Valley Forge Beer 
Richard Foley Agency Alvin Epstein Advertising 


For export client For export client 






“Mr. Tickins“ 





Py-Co-Pay Toothbrushes Sofskin Hand Cream Ronzoni Macaroni Co. 


Block Drug Morse International Bulova Watch Co. Emil Mogul Agency FF export client 
GLOBAL TELEFILMS, INC. 
NEW YORK: 35 West 53rd Street BOSTON: Hotel Bradford, Fifth Floor 
Telephone: Circle 5-7991 Telephone: Hancock 6-1122 
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On Film (Continued from page 82) 


Ter’s Los Angeles office. 

Mr. Gargan has been with Ken 
Dolan Inc., as assistant radio direc- 
tor; NBC as associate department di- 
Art Flynn Associates, as 
account supervisor and was western 
sales manager for Autocue Sales Inc. 
He is the son of the motion picture 
and television star. 


rector; 


COST AND TONE IMPORTANT 
IN COLOR, SAYS JENNESS 
At the recent National Television 


Film Council Spring Color Forum, 
Robert Jenness of Sarra, Inc., N. Y., 
as representative of all film producers, 
spoke on two of the more serious prob- 
lems facing film producers in the use 
of color film. 

The Mr. Jenness 


brought out that color film even when 


first was cost. 


wisely used is more expensive than 
b&w and when 
unwisely used 
can mount in cost 
(both time and 
money) out of all 
proportion to 
b&w. Responsibil- 
ity for correcting 
this, the Sarra 
producer empha- 
sized, lies pri- 
marily with original script and set 
design, and he went on to caution 
screen writers to avoid complicated ef- 
fects and production problems when 
dealing with color. 

The second problem, Mr. Jenness 
told the forum, is the one of inexact 
knowledge of how a given tone of color 
will react under different exposure 
conditions. Exact knowledge, he said, 
would help set designers, photograph- 
ers, directors, package designers and 
clients. 





In order to clarify the use of color 
tones in background of live actions 
scenes, frequent variations in exposure 
and the fact that some colors react 
unpredictably, Mr. Jenness offered the 
suggestion that producers combine to 
create and publish, in booklet form, 
an accurate pictorial representation of 
how each of the important shades of 
each color react under different ex- 
posures, so that as nearly as possible 
the reaction of any given color may be 


pre-determined or forced to simulate 
a desired tone of color. 


DEITCH TO LAWRENCE 
PRODUCTIONS 
Gene Deitch has joined Robert Law- 


rence Productions as creative super- 
visor. He will be in charge of anima- 
tion in New York City for the com- 
pany’s Hollywood affiliate, Grantray- 
Lawrence Animation, Inc. Mr. Deitch 
was formerly with Storyboard, Inc. and 
was for four years supervising direc- 


tor of UPA-New York. 


WHITEHEAD TO NILES 

Jack Whitehead (B.S.C.) has been 
named director of photography and 
head cameraman for Fred A. Niles 
Productions, Chicago tv commercial 
and motion picture concern. Mr. White- 
head, with some thirty years of fea- 
ture film production experience has 
been associated with such companies 
as Gaumont-British, M-G-M, 20th Cen- 
tury, United Artists, R.K.O., Warner 


Brothers and others. 


TELOP, POLAROID TIME PLAN 
John F. Gibbs, general sales man- 


ager, Gray Research & Development 
Co., Inc., Manchester, Conn., has an- 
nounced that the Gray Telop and Po- 
laroid Land Camera — a “Picture and 
projection in two minutes” package — 
is now available to tv stations through 
a deferred payment plan. 

The Telop and Land Camera com- 
bination offers stations fast, low cost 
production and projection of commer- 
cials and spot news. Mr. Gibbs pointed 
out that the deferred payment plan 
permits easy monthly payments for tv 
projection equipment out of earnings, 
with depreciation paid during operat- 
ing periods of the station. 





Travel (Continued from page 63) 


N. C.: “No plane, but we need one.” 

Of the total business trips taken in 
1955, 30 per cent were to the major 
business capitals of New York, Chi- 
New York 


figured most prominently in this cate- 


cago and Los Angeles. 


gory, underlining its importance as 
the focal point of tv business. Of all 
the trips taken to these three cities, 
62 per cent were to New York. An- 
other 27 per cent were to Chicago and 
the remaining 11, to Los Angeles. 


| 





Here’s a 


cy eo) 7.15 
PUPPET 


that is helping to 
Keep New York Clean 





OUNG AND RUBICAM pre- 

pared the story board and 
sound. Global Telefilms cre- 
ated the puppet and pro- 
duced the film. 


Working together, Young 
and Rubicam and Global 
developed a selling person- 
ality, in color, to appear on 
all of the city’s TV channels 
and on theatre screens as a 
vital part of the “Keep New 
York City Clean’ campaign. 


(For more information on 
Global Puppets that move, 
act, talk, sing and Sell — 
see the opposite page.) 


GLOBAL TELEFILMS, Inc. 


Originators of the exclu- 
sive “Syncovox” proc- 
ess. 35 West 53 Street, 
New York City. Tele- 
phone: Circle 5-7991. 
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Represented by KATZ AGENCY INC. JOHN BLAIR & CO. BLAIR TV, INC 


MEREDITH Kadie aud Vhevtsion STI STATIONS 
affiliated with better Homes and Gardens ana Successful Farming magazines 
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TV IN THE SPOTLIGHT. [he eyes 
of Congress are on television. Hardly 
a day goes by that some member of 
the House or Senate does not complain 
about the medium or introduce a bill 
to regulate, restrict or prohibit stations, 
networks or advertisers from doing 
this or that. So many measures have 
been thrown in the hopper it’s difficult 
to keep up with them. 

Currently, three Congressional inves- 
tigations involving the medium are 
going on and there may be others be- 
fore the session is out. Policies of the 
FCC with respect to allocations, al- 
leged network influence on Commis- 
sion operations, alleged domination of 
networks over affiliates, monopoly, 
equal time, overcommercialism, bait 
and switch, subscription tv, beer and 
wine advertising are only some of the 
subjects covered in proposed legisla- 
tion or Committee inquiries. 

What will come out of it all? It’s 
somewhat premature to predict. Much 
depends on the industry itself. There’s 
no overwhelming sentiment to give the 
government greater power than it now 
has over the industry. But this is an 
election year and the cries of constit- 
uents carry an echo which have the 
sound of votes. It also happens that 
the Democrats are in control of Con- 


gress. 


HARDY PERENNIAL. Particularly 
susceptible to this seasonal factor is 


the Langer bill to prohibit advertising 
of alcoholic beverages in _ interstate 
commerce. While this is perennial leg- 
islation which brings crowds of tem- 
perance sympathizers to Washington 
for hearings but usually gets no further 
than Committee consideration, the sit- 
uation this year is different. Whether 
the advocates were better organized 
this year or the opposition was less 
effective (perhaps overconfident) or 
the broadcast media more vulnerable 
(television was the target), there is 
a strong likelihood that the House, at 
least, will pass the measure. If that 
happens, the factors influencing House 
action may well influence the Senate 
to do likewise. And would the Presi- 
dent veto such a bill? Remember, this 
is an election year. 

The broadcast media would be par- 
ticularly hurt by the alcoholic beverage 
legislation, for it is likely that the 
Langer bill may be rewritten so that 
it applies only to radio and television. 
This would make it more susceptible 
of passage in that it would take the 
heat off Congress from newspaper and 
other printed media. At the same time 
it would still satisfy the temperance 
groups (largely in the middle west) 
whose chief complaint is the alleged 
effect of tv beer and wine commercials 
on children and youth. 

Should this legislation be enacted, a 
sizable proportion of network and sta- 
tion business would be lost. Many 





sports programs, now sponsored by 
breweries, might go off the air. Ad- 
vertising agencies would lose impor- 


tant accounts. 


POLITICAL PROVISION. Less 
doubtful of passage is legislation to 
amend Section 315 of the Communica- 
tions Act, better known as the “equal 
time” law. Republicans and Demo- 
cratic leaders in Congress have agreed 
ona program to prevent abuses in cam- 
paign expenditures, which includes a 
provision to relieve the networks of 
equal time demands from other than 
major parties and candidates. Enact- 
ment of this legislation would give the 
networks more leeway in arranging 
programs for debate on political is- 
sues, without incurring an obligation 
to make time available to fringe parties 
and candidates. 

There’s some possibility, although 
it's remote, that action will be taken 
this session on legislation to limit the 
amount of time devoted to tv commer- 
cials. A bill requiring the FCC to 
prescribe regulations for this purpose 
has been introduced by Rep. John W. 
Heselton (R., Mass.), a ranking mein- 
ber of the House Interstate Commerce 
Committee. Rep. Heselton has said he 
intends to push for passage of his 
measure, but there’s no indication as 


yet of plans for Committee hearings 


BRICKER BILL. One of the most im- 
portant measures before Congress af- 
fecting television is the Bricker bill 
giving authority to the FCC to regulate 
the networks. In view of the pending 
network study by the FCC, there is 
little chance of any action on the bill 
this session. Action could come at the 
next Congress, however. 

Action this session is quite possible 
on a bill by Rep. Carl Hinshaw (R., 
Calif.) which would affect the cover- 
age of tv stations. Mr. Hinshaw has 
introduced a measure to limit the height 
of tv towers to 1,000 feet. The House 
Interstate Commerce Committee, of 
which he is a member, is planning 
hearings on the bill soon. 

There are a number of other bills 
before Congress affecting television, 
but chances of passage this session are 
slight. Among them is a bill by Rep. 
Emanuel Celler of New York which 
would prohibit subscription tv. Mr. 

(Continued on page 88) 
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Wash. Memo (Cont'd from 87) 


Celler, who is chairman of the House 
Judiciary Committee, also has intro- 
duced a measure which would place 
regulated industries under the juris- 
diction of the anti-trust laws. 

Efforts are being made again this 
session to eliminate the 10-per-cent 
excise tax on all-channel monochrome 
order to 


and color tv sets in give 





The only complete 
TV FILM SERVICE 


including... 





INSPECTION 





No. 2 in a series 


TV Film Service 


630 Ninth Ave. + JU.6-1030 


New York Chicago Los Angeles 

















The Market 
The Power 
The Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WNHCT PRIMARY CBS AFF. 


Greenville, N. C. 
A. Hartwell Campbell, Gen. Mgr. 
316,000 watts full time 


John E. Pearson Co., Inc., Nat’! Rep. 
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impetus to uhf. Because of Treasury 
Department objections that such legis- 
lation would be, in effect, a subsidy 
to the tv manufacturing industry, the 
newly formed Committee for Competi- 
tive Television, a merger of uhf broad- 
casting organizations, has recom- 
mended a different approach. This is 
to increase the tax on vhf sets to 15 
per cent and reduce the excise on all- 
channel to 5 per cent, thus eliminating 
the differential between the cost of 
vhf and all-channel receivers and at 
the same time providing the govern- 
ment with needed revenue. The Radio- 
Electronics-Tvy Manufacturers Assn. 
has strongly opposed such a hike in 
the tax on vhf sets; but, with pressure 
on Congress to do something for uhf, 
there is a possibility of a proposal of 
this character should the Treasury per- 
sist in its objection to eliminating the 
excise. 

One subject which is very much in 
the Congressional eye is fraudulent — 
particularly bait and switch — adver- 
tising. Federal trade commissioner 
Lowell B. Mason plans to recommend 
that Congress appropriate $1 million 


for a Federal monitoring system to 
check the advertising on radio and tv. 
Comr. Mason’s recent speech at Har- 
vard on the subject and the evidence 
uncovered by Kings County, N. Y., 
District Edward 5S. Silver 
have served to put the broadcasting 


Attorney 


industry on the spot. This is an area 
in which the NARTB has an oppor- 
tunity to take effective action through 
enforcement of the television code. If 
it doesn’t, FCC Chairman George C. 
McConnaughey has warned, there is 
danger of legislation placing programs 
under government surveillance. 
Closely related to bait and switch is 
the practice of “riding the gain” on 
which has aroused the 
wrath of Rep. Craig Hosmer (R., 
Calif.). Congressman Hosmer’s speech 
last month against 


commercials 


“excessively loud” 
commercials brought mail support 
from all over the country, usually a 
prelude to introduction of legislation. 
Mr. Hosmer has complained to the 
FCC and has suggested it tighten up 
its regulations. He has also requested 
the major networks to take action to 


(Continued on page 120) 


EVE RY THING 


FOR MOTION) PICTURE 


TELEVISION 





CAMART DUAL SOUND READER 


to track! 
® Works from left to right or right to left! 
Optical Model, $195.00 
Magnetic Model, $185.00 


Edit single and double system 16mm or 35mm optical sound! 
Edit single system Magnastripe or double system magnetic sound! 
Use with any 16mm motion picture viewer to obtain perfect lip-sync matching of picture 





BE SURE TO VISIT US... 





. SMPTE 79th Semi-annual Convention, 
April 29th to May 4th, Hotel Statler, NYC, Booth No. 23 .. . 
welcome to NARTB Convention in Chicago. 












For descriptive literature, write Department T 





CAMERA MART... 


1845 BROADWAY (at 60th St 


NEW YORK 23,N. Y 


Plaza 7-6977 
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uw highlights 


Northern California’s importance 
to the “WIDE WIDE WORLD” . 


KRON-TV cameras contributed a total 
of nine different locations—more local | . 
originations to “Wide Wide World” 
than any other NBC affiliated station. 






From the platform of one of 

San Francisco’s famous cable 

cars .: . from the decks of the / 
Balclutha, last full-rigged sail- 

ing ship in the world...to the 

levees of flood ravaged Yuba 

City, KRON-TV’s cameras bring 

these scenes to viewers from 

coast to coast. 


Yes, Northern California is importdnt to 
the “Wide Wide World” and KRON-TV 
is a must buy to reach the greatest share 
of that important market. {4 


/ 


> Represented Nationally by 
RANCLISEO Peters, Griffin, Woodward, Inc. 


AFFILIATED WITH THE S. F. CHRONICLE @- 


AND THE NBC-TV NETWORK ON CHANNEL 
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Hardware (Cont'd from page 61) 


production for the commercials is well 
rehearsed and smoothly presented.” 

The program is sponsored on alter- 
nate weeks by a local savings institu- 
tion, but on those weeks the fence firm 
is given one commercial, providing 
continuity in their advertising. “This 
arrangement has been very satisfac- 
tory,” Mr. Evans says. 

e Big Pines Lumber Co., Medford, 
Ore., is a veteran user of television 
as a means of promoting sales of the 
products they sell. The firm has used 
a live program weekly on evening 
time (6:45-7 p.m.) on KBES-TV Med- 
ford since shortly after the station 
opened in Medford. Last fall, accord- 
ing to the trade magazine Western 
Building, an entire house was built on 
the show over a 13-week period. The 
first week the foundations were laid 
with an explanation of materials and 
reasons for termite-proofing founda- 
tion lumber. The next week the fram- 
ing was erected with pictures of actual 
framing and points to be checked on 
by the home builder. 
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Dale Larson, Wow-TV stage manager, 


shows how to do-it-yourself on Tv 
Handyman on the station. The program 
is sponsored by Holland Lumber Co., 
of Omaha and Lincoln. 


This 


continued step by 
step. When the roof was put on the 


progress 


house the value of insulation was 
shown and various roof pitches were 
illustrated. By the time the program 


was completed the viewers had a good 


idea of what to look for in building 
a house. 

Big Pines Lumber Co. is operated 
by Bert Thierolf and Gus Koellner, 
with the 


advertising. They estimate their pro- 


latter handling television 
gram costs them in the neighborhood 
of $100 a week. 

e Black & Co. of Decatur, Ill., 


ates eight hardware stores and one 


oper- 


paint store in Champaign, Decatur, 
Rockford 
with an overall advertising budget in 
1955 of about $40,000. About $12,000 


of that was spent for television on 


Danville, Springfield and 


wea Champaign. 

In 1954 the company tried a five- 
minute “handyman” show on the sta- 
tion on Wednesdays after the fights. 
In 1955 this was changed to the half- 
hour syndicated film Sherlock Holmes 
(8:30-9 p.m. Saturdays). This year 
the stores are using a spot campaign. 

During last summer a power mower 
campaign boosted sales 300 per cent 
over previous years. At Christmas a 
toy promotion boosted toy sales to 
William 


(Continued on page 92) 


new highs in every store. 
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Why not start at the top? 


Others are tame by comparison. New York has 
more television families, with more effective 
buying income and more retail sales, than the next 
two markets combined. 

And one television station dwarfs the rest. 
WCBS-TV has more viewers day and night than 
any other station. With WCBS-TV alone, you reach 
more customers than with far more expensive 





WCBS-TV COVERAGE (27 counties) 
Population 15,866,400 

Families 4,810,900 

Retail Sales $19,278,508,000 

Effective Buying Income $32,156,700,000 
Effective Buying Income Per Family $6,684 


combinations of several stations in smaller 
markets. One electrical appliance manufacturer, 
for example, started on WCBS-TV and in just a 
few months increased his sales 70‘:! With some 
of his profits from New York he expanded into 
Philadelphia and Los Angeles before the year was 
up, and into 8 more areas the next season! 

It pays to start at the top in television—on the 


Number One Station in the Number One market. 


WCBS-TV 

New York 
CBS Owned 
Represented by CBS Television 
Spot Sales 


Channel 2 
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Hardware (Cont'd from page 90) 


Barton, advertising manager for the 
company, says the sales curve rose 
each week after the tv schedule went 
into effect. Grubb & Peterson Adv., 
Champaign, is the agency for the store. 

e Cashway Lumber Co., of Yakima, 
has been on television over KIMA-TV 
Yakima since February 1954, and is 
enthusiastic in its support, crediting 
the medium with a 25 per cent increase 
in its business. At first general man- 
ager Ted Haubrich and advertising 
manager Ormond Fluege of Cashway 
used five-minute time segments. Cur- 
rently they are participating on a news- 
cast Fridays at 9:15 p.m. Every com- 
mercial is presented live by personnel 
from the firm. Executives believe cus- 
tomers “become acquainted” with 
Cashway people by seeing them on 
television. 

There are many examples of tele- 
vision pull to special offers. On a paint 
special, offered one Friday night, the 
entire supply of paint was sold in ten 
minutes the next morning and a line 
two blocks long was still waiting for 
an opportunity to buy the special. On 
another, a commercial showed a pile 
of sheathing board containing 1,000 
feet of lumber with the price plainly 
lettered on the side. Although the price 
was not mentioned in the commercial, 
the next day a deaf and dumb couple 


WNCT PRIMARY CBS AFF 
Greenville, N. C. 


316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat’! Rep. 
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Mr. Otis Stubbs Ir., vice president of Stubbs Hardware Co. and Ben Williams, 


vice president and commercial manager of wrtoc-tv Savannah on the set of the 
firm’s live tv show Old Salt. The firm recently renewed the program for another 


52 weeks. 


appeared at the yard and bought 1,000 
feet of sheathing. They had seen the 
pile and although they could not hear, 
had noted the price sign. 

Cashway handles its advertising di- 
rect. About half of its $800 monthly 
advertising goes into tv—the other half 
into newspaper space. 

e The Chicago Lumber Co. of 
Omaha co-sponsors the NBC syndicated 
show Victory at Sea on WOW-TV 
Omaha with good results. High ratings 
for the show have been continuous and 
sales increases are reported. 

e Commercial Hardware Co., of 
Reno, Nev., began using KzTv Reno in 
December 1953, splitting its advertis- 
ing budget about fifty-fifty between 
other media and television. Since the 
firm is comparatively small, with one 
large and one small store, the budget 
is not large. 

Manager Tom Horgan finds it effec- 
tive however. He has tried sponsoring 
a program and uses announcements 
more or less consistently. The ability of 
tv to demonstrate and sell mower tools 
without individual demonstration, im- 
presses him. He says that customers 
“need very little additional selling on 
the part of store personnel” after they 
have seen a product demonstrated on 
tv. 

e Davis Hardware of Tulsa, using 
a one-time 15-minute show on KV00-TV 


Tulsa, sold 25 De Walt saws at prices 
of from $245 to $500. In addition, 
there were 83 letters of inquiry from 
prospective customers which are still 
being answered. This was in spite of 
the fact that the adult-appeal show 
was in a 6-6:15 p.m. segment custom- 
arily occupied by a kiddies program. 

Another experience by the same 
store was the sale of 737 salad mixers 
at $2.98 each after a five-minute film 
commercial was shown at noon on 
Monday and Thursday. When the offer 
was repeated a second week 722 more 
sales were made. 

e Ernst Hardware, Seattle, uses a 
one-minute live commercial five times 
a week (6:30-7 p.m.) on KOMO-TV 
Seattle with considerable success. 

The store advertised the Shop Smith 
Power Tool twice on the program dur- 
ing a one-week period, and 58 units 
were sold at the regular price of 
$289.95. During the same week the 
power tool was demonstrated at the 
Seattle Home Show and some news- 
paper space was used. 

Ken Sweeney, manager of the store’s 
power tool department, says that most 
of the sales are attributed to the tv 
advertising, since newspaper space and 
home show demonstrations were used 
the previous year without comparable 
success. Some 90 per cent of those 

(Continued on page 97) 
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in industrial Michigan 


WJBK-TV 





DETROIT 


CHANNEL @ cBs 


NO. 1 IN DETROIT 


Pulse and ARB 


AND AGAIN PROVED 
NO. 1 OUTSTATE 


ARB Annual Outside Market Surveys. December 1955, January 1956 


VIEWED MOST 
BEFORE AFTER 


6:00 P.M. 6:00 P.M. 
PORT HURON 


58% 
57 Air Miles 


. Station D 
from Detroit No Choice 


FLINT 


59 Air Miles 
from Detroit 


Get more mileage out of your TV advertising dollar with the terrific 
selling power of WJBK-TV's top CBS and local programming, 1,057-ft. 
tower, 100,000-watt power and commanding Channel 2 dial position. 





STORER NATIONAL SALES OFFICE 
118 E. 57th, New York 22, MUrray Hill 8-8630 
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BIGGER SALES? 


LEAVE 
IT TO 
STEVE! 


Sales are SrEvE DoNOvaAN’s speciality. 
Toothpaste, candy, bread, milk — 
when Steve recommends them, his 
loyal following buys them. And 
his following is growing fast! 


In market after market, ‘STEVE DoNOVAN, WESTERN MARSHAL’ 
is the top-rated syndicated western. But high ratings 
are not all Steve gives you to help sell your product. With 
this half-hour TV film series, you get merchandising 
extras that keep Steve working for you around the clock. 


It will pay you to get 
the facts. Call today. 


663 Fifth Avenue in 

New York, Merchandise 
Mart in Chicago, Sunset & 
Vine in Hollywood. 

In Canada: RCA Victor 
Company, Ltd., Toronto. 


Steve Donovan- 
Western Marshal 


NBC Television 
Films 


Programs for 
All Stations — 
All Sponsors 
A DIVISION OF KAGRAN CORPORATION 











Wall Street Report 


Outlook is Good. Annual report time 
is rolling around again, and the tv 
corporations are informing their stock- 
holders of the gains scored—or losses 
suffered—in 1955 and mentioning the 
rosy 1956 outlook. 

The quickest and easiest way to out- 
line the results of last year’s operations 
is to consider the following table: 


20,000 and 25,000 of them during the 
current year and adds that on each 
one Emerson is currently losing ap- 
proximately $100. However, he pre- 
dicts that soon the production of these 
sets will become profitable. 


Philco Volume. James H. Carmine 


of Philco, whose company set a record 





sales 


Admiral $ 202,300,000 
Columbia N.A. 
Emerson 
Motorola 
Philco 

Storer 

Zenith 

General Electric 
Sylvania 


RCA 1,055,000,000 


profits 


$ 2,426,000 
13,397,000 
2,400,000 
8,490,000 
8,400,000 
4,277,000 
8,034,000 
13,800,000 
47,525,000 


1954 
profits 


6,547,000 
11,415,000 
1,800,000 
7,572,000 
6,400,000 
3,575,000 
138,608,000 5,676,000 
2,959,000,000 198,900,000 
281,641,000 9,980,000 
940,950,000 40,525,000 


sales 
$ 219,500,000 x 


205,200,000 
349,276,000 





Past Year Good. At a glance one can 
see that generally the industry did fair- 
ly well in 1955. In fact, with the ex- 
ception of Admiral, they all scored 
advances in their profits. Westing- 
house’s annual report was not released 
as this issue went to press, but it is to 
be expected that the long strike will 
hurt the profit picture. The tv film 
companies that are publicly-owned 
operate on odd fiscal years and thus 
are not included in this tabulation, al- 
though their earnings are reportedly 
better. 

Now the attention is centered, of 
course, on the 1956 showing. Gener- 
ally, the outlook seems to be even 
rosier than it was for 1955. Ross Sira- 
gusa, head of Admiral, sounded what 
might be considered the most pessi- 
mistic note when he predicted that 
dollar sales volume of tv sets would 
decline in 1956, although the actual 
unit sales volume would remain at the 
1956 level of 7.5 million units. 
Benjamin Abrams, president of 
Emerson Radio, predicts that his com- 
pany’s volume in 1956 will be greater 
than it was in 1955. But he doesn’t 
indicate that the dividend will be in- 
creased and says the company’s capital 
spending will be cut in half in the 
current year. He’s also conservative 
about the color set outlook. He says 
his own company will turn out between 


sales volume on every product line it 
manufactured during 1955, expects the 
company’s volume to remain strong 
during 1956 and expects its work on 
new types of transistors to open a fresh 
market for added volume this year. 
Philco has two types that it has devel- 
oped, one silicon transistor and an- 
other called a surface barrier transis- 
tor, both 
specific fields and for which demand 


of which are tailored for 


is expected to be high. The company is 
building a new plant at Spring City, 
Penn., for the production of these 
products. 

Radio Corporation of America in its 
report gave what might be considered 
the most dramatic demonstration of 
how the tv industry has developed in 
the last decade. It reported that 80 
per cent of its income last year came 
from products and services which were 
non-existent ten years ago. The break- 
down of RCA’s volume last year was 
given as follows: Government orders 
represented $229 million and the com- 
pany had, at the beginning of this 
year, a volume of $235 million in Gov- 
ernment orders; NBC sales totaled 
$246 million, while sales of products 
including radios, phonographs and tv 
sets, was $558 million. Last year the 
company spent $23.7 million on ex- 
pansion of manufacturing facilities. 

General Electric’s president Ralph J. 
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Cordiner predicted his company’s vol- 
both 
1956 and 1957. However, it’s apparent 


ume would show increases in 
that General Electric has been squeezed 
tightly for ready cash in the last few 
months. Early last month it borrowed 
$100 GE’s 
annual report shows that its supply of 


million to pay its taxes. 


cash and marketable securities have 
declined from $435 million in cash in 
1953 to $116 


report. 


million in the latest 


New Figure. Last month one of the 
most controversial figures in Ameri- 
can finance, Leopold Silberstein, moved 
into the tv industry when stockholders 
of Hallicrafter Corp. voted to sell the 
company’s assets to Penn-Texas Corp. 
in return for 332,000 shares of Penn- 
Under the 
Halligan Sr., 


Texas common. new ar- 
rangement, William J. 
whose family owned 24.4 per cent of 
Hallicrafter, will continue to manage 
Hallicrafter as a subsidiary of Penn- 
Texas. 

Mr. Silberstein’s move into the tele- 
vision field was overlooked somewhat 
because the glare of publicity was con- 
centrated on his fight to gain control 
of Fairbanks-Morse & Co. of Chicago. 
Mr. Silberstein has become a contro- 
versial figure in corporate affairs in the 
last two years, starting with his acquir- 
ing control of Pennsylvania Coal & 
Coke and then moving on to the owner- 
ship of such properties as Colt’s Patent 

(Continued on page 144) 
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WOAI-TV adds more color to 
colorful San Antonio 


Pioneer WOAI-TV is again first with the finest! 


Complete RCA color originating _eauip- 


and slide and two live color chains. 


A new “zoom-type” lens — used inter- 
changeably on black and white, color and 
mobile unit cameras for maximum cover- 
age and production flexibility. 


Newest RCA film projectors and Vidicon 
camera chains for the finest black and 
white film reproduction, assuring adver- 
tisers of clearest pictures and audio. 


> _ 





New incandescent lighting to enhance 
both monochrome and color live produc- 
tions. 


And—TelePrompTer—for smooth pro- 
duction of programs and commercials. 


f yw These new facilities, operated by Southwest. 
Texas’ best production and engineering staff, 
assure advertisers everywhere of the finest TV 
service their money can buy. 
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NBC Primary Affiliate © Nationally Represented by Edward Petry & Company, Inc. 















Hardware (Cont'd from page 92) 





who asked for demonstrations of the 
tool mentioned seeing it on television. 

At another time two participating 
announcements on Hotpoint ranges re- 
sulted in the sale, the same day, of 25 
ranges out of a carload shipment the 
store had just received. The following 
day the balance of the carload lot was 
sold by the store. Agency for Ernst 
Hardware is Romig Fuller, Seattle. 

e The Holland Lumber Co., Omaha 
and Lincoln, has found considerable 
success with the Tv Handyman pre- 
sented live for the past 18 months 
(2-2:15 p.m.) on wow-tv Omaha. 

The do-it-yourself type program is 
presented by Dale Larson, wow-Tv 
stage manager, who features materials 
from the lumber company. While the 
show has a limited audience, sales at 
the lumber company prove it is a loyal 
one. The program format enables 
Larson to boost interest in new or slow 
moving materials and products. 

As a part of the program the audi- 
ence is asked for do-it-yourself ideas, 
and pictures and awards of a Better 
Homes and Gardens Handyman’s Book 
goes to the best three letters on each 
show. The sponsor is considering 
lengthening the program to a half-hour. 

e Magna Engineering Corp., of 
Menlo Park, Calif., has turned to tv to 
promote the sale of its home workshop 
tools. The firm was in thirty-three mar- 
kets the last quarter of 1955, mostly 
with a 15-minute film Tommy Har- 
mon’s Workshop which was slotted in 
time calculated to reach the male audi- 
ence. Time was placed by William 
Milla, N. W. Ayer and Son, New York. 

e The John Osber Mfg. Co. was ac- 
tive about the same time for their line 
of tools. Tv commercials were used in 
) six California markets during the last 
few months before Christmas. James 
Diamond of Diamond and Sherwood, 
Inc., San Francisco, handles the 
account. 

e The National Retail Hardware 
, Assn. is furnishing its 23,000 members 
in 37 states and Canada with working 
material with which to promote Hard- 
ware Week, April 12-22, on their local 
television and radio stations. 

This recognition of the importance 
, of television as an advertising medium 
for many of their members is an in- 









novation by this important trade | 
group. It came after many of the) 
members reported on their use of both | 
television and radio to promote Hard- 
ware Week in the past. 

Interesting sidelight of the Hard- 
ware Week campaign is the fact that 
RCA indicated the National Retail | 
Hardware Assn.’s order for 23,000 
transcriptions was one of the largest | 
electrical transcription orders they 
have ever produced. 

e Northwest Steel Corp., Fort 
Dodge, lowa, is enthusiastic about the 
results they are getting with their 
musical program each Saturday night 
on KQTV Fort Dodge, Iowa. 

In writing to the station about the 
program, C. L. Nimits, a member of 
the company, said he initially didn’t 
want to buy television since he felt 
that the steel buildings the company 
manufactures are too big and expen- 
sive an item to sell on tv. Made mostly 
for the agricultural market, the small- 
est sells at $3,445. 


Michigan's 


_BIG 4 SELL’ 








VHF Channel 13 


Tried Tv 30 Days 


BIG IN PROMOTION 


Active promotion that pays dividends 
for BIG Sell Sponsors 


BIG IN MERCHANDISING 


Profitable Retail Tie-Ins through 


In spite of this he tried television 
for 30 days and sold two buildings as | 
a result. The program was continued | 
through the winter season, normally | 
a slow period for Northwest. 

At Christmas time the program, | 


which is musical in nature, consisted | monthly “WWTV Merchandiser” 
of carols and little was said about the | 


steel products. In January a bonus| BIG IN TOWER 


lier cn ty tania tos hn te eight | Michigan’stallest—1,282 feet above ground 


BIG IN COVERAGE 


42 Counties—311,957 Sets (Retma 5-27-55) 


BIG IN PROGRAMMING 


Top network and Syndicated Shows plus 


buildings at a minimum price of| 
$5,073 per sale. 

All-in-all the firm attributes over 
$112,000 in sales to tv at a cost of 
less than 1 per cent. 

Mr. Nimits says that he is con- 


stantly being approached by customers | eutapeing Toca! Sve programs 
who have seen him on the show and 


feel that they know him. Many of his | EVEN BIGGER IN 

al be traced directl his | 

familiarity. | SALES OF SPONSORS’ 
e Rockford Lumber & Fuel Co., of | PRODUCTS 


Rockford, Ill. has tried spot announce- | 
ments on WREX-TV Rockford, with con- | 
siderable success. An example was a 
special on splash blocks which essed 
advertised on a one-minute spot an- 
nouncement. Within three days, Ed | 
Keeler, president of the firm reports, | 
115 of the blocks were sold for cash. | 


Rockford Lumber plans to repeat the | CBS-ABC 


ff 
— | Represented Nationally by Weed 


Serving Michigan from Cadillac 
Sparton Broadcasting Co. 


(Continued on page 110) 
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WOODWARD, 1c. 


Today* all we Colonels and Colonelettes bow our congratulations 

to Lloyd Griffin and Russel Woodward as their names go on the door. 
Woody and Griff have been active management partners 

in this company for many years. Their contributions to whatever success 
we have achieved — have earned them this important recognition. 

We look forward to the future determined to even 

better serve our stations — and advertisers and their 

agencies from coast to coast. 

We are grateful, too, to James L. Free whose vision and foresight 
founded this company and enable us to say: 


“Pioneer Station Representatives Since 1932’. 





President 


GRIFFIN, WOODWARD, rnc. 


NEW YORK @ CHICAGO @ ATLANTA @ DETROIT 


FT. WORTH @® HOLLYWOOD @ SAN FRANCISCO 


*March 15, 1956 














It’s all 
pretty obvious! 








WHO-TV serves 334,750 families in 42 rich central 

Iowa counties. 284,500 of these families — or 85.2% — 
have television sets, and the number is growing 

rapidly. Recent U. S. Census Bureau figures for 16 states 
rank Iowa first in farm TV-set ownership. 
First-on-the-farm in a state where farmers move in 
upper-income circles! 


WHO.-TV reaches this big television audience with 
316,000 watts on bright Channel 13. Iowans tune 

in consistently and enthusiastically because they know 
they can depend on WHO-TV for the best in network 


features, plus outstanding local programs. 


Ask your Free & Peters Colonel for full details. 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives Affiliate 
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TELEVISION AGE 


A’ spot placements push both ends 
of the clock there are two discern- 
ible trends noted by both timebuyers 
and station reps: 1) With more and 
better daytime programming, daytime 
is becoming a better buy and there is 
spirited activity in daytime placements. 
2) Nighttime availabilities are still 
tight with more stations inaugurating 
Class “AA” and “AAA” rates in the 
peak evening hours. 

The price structure remains un- 
crystallized throughout the industry. 
There is a growing belief, however, 
among both buyers and sellers that spot 
tv in many areas is underpriced. One 
prominent buyer, who places several 
million dollars worth of tv spot a year, 
commented to Tv AGE that a market like 
Los Angeles where a daytime half-hour 
can be purchased for $900 is so under- 
priced that the rate for a half-hour film 
to fill such a slot is in the neighborhood 
of $3,000. 

At the same time, one of the key 
station reps has commented that the 
industry might be better off with higher 
rates and fewer advertisers. 

Whatever yardstick is used for the 
purchase of spot tv, many of the large 
advertisers now using the medium are 
frank to confess that the pressure for 
stepped-up use of television is coming 
directly from the sales force in the 
field. This perplexes the “slide rule” 
contingent who are in some instances 
forced to make buys without relation to 
their own preconceived notions. 

But whatever yardstick is used to 
assess the medium, one thing is certain, 
spot tv will see a series of important 
rate increases in the next nine months. 


April 1956 


a four-week 
review of 

current activity 
in national 


spot tv 


AMERICAN STA-DRI CO. 


(J. Gordon Manchester Advertising, 
Inc., Washington) 


This paint company is looking for half-hour 
film series for placement in about 15 

major mchene Richard T. Williams is 

the timebuyer 


CHARLES ANTELL, INC. 


(The Joseph Katz Co. and Paul Venze & 
Associates, Baltimore) 


There is a renewal of tv spot activit 

at both Antell agencies. Katz handles 
SHAMPOO and LANOLIN #9, 

Jean Mitchell is the timebuyer. Venze has 

LIQUID MAKE-UP and FACIAL FROST, 

Charles Weigher, media director, 

is the contact 


ARGUS CAMERAS, INC. 
(Young & Rubicam, Inc., Detroit) 


Argus might develop as a spot user soon. 
The company has announced it will spend 
more than $1 million for advertising this 
year. Rod Holbrook is the timebuyer. 


ARIZONA BREWING CO. 
(Erwin, Wasey & Co., Ltd., L. A.) 


As noted in March Spot Report, A-1 
BEER starts a tv spot announcement 
campaign on April 1 with varying 
length contracts, none of which are for 
less than 13 weeks. Stations are: KOOL-TV 
Phoenix, KOPO-TV Yuma, 
KRCA - San 
—_ KSWS- KOB-TV 

and KGGM-TV Albuquerque, KLAS-TV 
Las Vegas and KLRJ-TV Henderson. June 
Kirkpatrick is the timebuyer. 


ees -| 







Reggie Schuebel, newly appointed v. p. 
at Norman, Craig & Kummel, N. Y., 
handling spot tests for Democratic Na- 
tional Committee. 





REPORT 


THE ARMSTRONG RUBBER CO. 
(The Biow Co., N. Y.) 


There is expected ey for ARMSTRONG 
TIRES. Last year around this time the 
company went into some 40 markets with 
minutes and 20’s slotted in late nighttimes 
E. G. “Gerry” Van Horson is the timebuyer 


ATALANTA TRADING 
CORPORATION 


(Ralph D. Gardner Advertising, N. Y.) 


The company has gotten started with its 
concentrated campaign for UNOX HAM, 
imported from Holland. Tv spot schedules 
are running on WABD New York and 
WNAC-TV Boston until the end of the 
year. The next area to be spotted is t’ 
west coast. Ralph D. Gardner, pr- ! t, 
is handling. 


THE B. V. D. CO., INC 
(Al Paul Lefton Co., Inc., N. Y.) 


As indicated in the March Spot Report 

the company started a campaign in 
Birmingham, Boston, Buffalo, Hartford, 
New York and Washington. The schedules 
of late-night minutes will run for 13 

weeks. The company expects to go into other 
markets. Bradley “Pete” Coley is the 
timebuyer. 


BAYUK CIGARS, INC. 
(Al Paul Lefton Co., Inc., Phila.) 


For its PHILLIES cigar the company 
is using a new sports show, Meet the 
Champions, on the following eight 
stations of the NBC chain: WRCA-TV 
New York, WGR-TV Buffalo. WJAR-TV 
Providence, WHAM-TV Rochester, N. Y., 
YR-TV Syracuse, WKTV Utica, WNBF- 
TV Binghamton and WKNB-TV New 
Britain. The program follows immediately 
after the Calvalcade of Sports show on 
Friday nights and continues from the close 
of the fight programs to 11 p. m. Mrs 
Billie Farren is the timebuyer 


BAYUK CIGARS, INC. 


(Feigenbaum & Wermen Advertising 
Agency, Phila.) 

The company is introducing its ROYALIST 
cigar into midwest markets. Newspaper 
space is getting most of the play from 
the company but it is supplementing 
the campaign with co-op spot tv with 
drug chains such as Whelan. The agency 
doesn’t handle this co-op phase but, 
F. .. Jean Van Esskay is the time- 
buyer on the account. 


THE BORDEN Co. 
(Doherty, Clifford, Steers & Shenfield, 
N. Y.) 


For its new RICH ROAST instant coffee 
(Continued on page 104) 
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Advertising’s billion dollar street 


was named after the nation’s fourth President. 


But it’s not just the name, it’s the performance 
along this street that is important to every 


television station manager in America. 


lhat’s in a name? 


Along this fabulous thoroughfare decisions are made 


every day involving millions of dollars of TV time. 


And every day you will find JOHN E. PEARSON 


salesmen out on the street after this business. 


For whether it’s Madison Avenue, New York; 
Michigan Boulevard, Chicago or Post Street, 

San Francisco, the JEPCO sales force is geared to 
performance — performance based on results — 
performance based on going after the business through 
its seven offices in the capitals of advertising 


across the country. 


Let us show you how JEPCO can mean more business 
for you out of New York, Chicago, San Francisco, 


Los Angeles, Atlanta, Dallas and Minneapolis. 


John 









f. Pears" 


JEPCO 
KNOWS 
HOW THE WIND BLOWS 





Radio and Television Station 
Representatives 











New York 
A b= Rs Chicago 
SS Minneapolis 
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Sp Ot (Continued from page 101) 


Borden is expanding coverage (see Jan. 
Spot Report) into Baltimore, Washington, 
northern West Virginia and Delaware. 
Not all of these markets will use tv spot, 
it will depend on availabilities and budget 
allotment. Lee Gaynor is the timebuyer. 


CARNATION CO. 


(Erwin, Wasey & Co., Ltd., L. A.) 


CHOCOLATE INSTANT MILK starts a 
13-week campaign in Philadelphia and 
Hawaii. One or two other markets are 
to be added. Glenn Bohannan is the 
timebuyer. 


CARTER PRODUCTS, INC. 


(Sullivan, Stauffer, Colwell & Bayles, 
N. a 


There is activity coming up for RISE 
shaving cream. Steve Suren is the time- 
buyer. 


CINEMA DIORAMA 

(Flint Advertising Associates, N. Y.) 
This promotion firm now has partici- 
pations on WOR-TV New York and is 


planning to expand. Mrs. B. Finkelstein, a 
partner, is the contact. 


CITIES SERVICE CO. 
(Ellington & Co., Inc., N. Y.) 


The oil company is now apensecing the 

Ziv half-hour series Man Called X, in 
Richmond and Roanoke as well as Baltimore 
and Washington (see March Spot Report). 
In addition it has five and ten minute 
news-weather shows in 11 other eastern 
markets located in 15 eastern states from 
Maine to Virginia. Dan Kane is the 
timebuver. 


COLGATE-PALMOLIVE Co. 
(William Esty & Co., N. Y.) 


A long-term campaign for BRISK tooth- 
paste is getting started in about 30 
markets, with more to come later. Richard C. 
Grahl, chief timebuyer, is the timebuyer. 


DEMOCRATIC NATIONAL 
COMMITTEE 


(Reggie Schuebel, Inc. and Norman, 
Craig & Kummel, N. Y.) 


In a money raising effort the Democratic 
oe Committee is testing in Des Moines, 
— and one other market, probably 
ew England. The schedules will run 
for four weeks and one 20-second spot per 
day for five days will be used. If this 
operation works out it will be extended. 

Reggie Schuebel is handling. 


A. EISNER & CO., INC. 


(Ralph D. Gardner Advertising, N. Y.) 


The agent in this country for TIGER 
BRAND SWISS GRUYERE CHEESE is 
looking for participations in New York. 
Then it will go into New England, 
Philadelphia and Washington. Ralph D. 
Gardner is the contact. 


THE ELECTRIC AUTO-LITE CO. 
(Grant Advertising, N. Y.) 


The company is back into spot, after 
giving up its network show, Suspense, 

with -hour films in four markets: 
a ton started April 1; New York, 
started 6; Minneapolis-St. Paul, 

end of Abril starting date and Chicago, 

no date Ft et. The company’s advertis- 
ing is usually handled out of Grant's De- 
troit office, but this buy was made in 

New York with James Bacharach handling. 


THE ENGLANDER CO., INC. 
(The Biow Co., N. Y.) 


The mattress maker is considering spot 
M4 a “Oe upcoming advertising campaign. 


try” Van Horson is the timebuyer. 


5 DAY LABORATORIES 


(Grey Advertising Agency, Inc., N. Y.) 
ver its 5 DAY DEODORANT PADS, this 
firm is currently at the height of a 

spot campaign using late ‘evening minutes 
in. 90 markets. The campaign started 
early March (see March Spot Report) 
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Y&R timebuyer, takes 
care of placing Piel Bros. spots. 


Joe Lincoln, 


and is commited to June, but all 
indications point to its continuation 
for the rest of the year. Joan Stark is 
the timebuyer. 


FLOTILL PRODUCTS, INC. 

(The Biow Co., Inc., San Francisco) 
The agency yA just taken over this 
account which is pee | other things, 
arent co’ mpeny, for a line of 37 
ASTI-DIET LOW CALORIE FOODS. 
A statement from the company indicates 
that the 1956 advertising plans will 
include a good amount of newspaper 
space but tv and radio as well. Harold 
J. Grainer, marketing account executive, 
and Joe Connor, creative account 
executive, are the contacts. 


FOSTER GRANT CO. 

(Fairfax, Inc., N. Y.) 

The manufacturer of Fosta and Grantly 
sunglasses will start at end of April with 
a spot campaign that will run through 
July. An overall total of some 25 markets 
will be used with varying beginning dates, 
the first ones in the uth. Mrs. Janice 
Hamilton, media director, is the timebuyer. 


FRAGRANCE FOUNDATION 
(Foote, Cone & Belding, N. Y.) 


This bureau of perfume manufacturers 
is in three markets as a test using film 
ID’s and 20’s. Richard C. Pickett is the 
timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


The present short-term 35-market cai =r 
for REGULAR MAXWELL HOUSE C FREE 
is just about over. There is a possibility 

of renewed activity soon. R 

the timebuyer. The campai 

MAXWELL HOUSE CO 

stepped a considerably and spots are 

now running in 140 markets. All contracts 
are on a 52-week basis. Future activity 
here is not certain, except that the account 
will most probably not stand pat. Whether 
it will add or subtract is, according to a 
spokesman, “‘anybody’s guess.” Grace 
Porterfield is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


A spring and summer spot campaign 

has been instituted by the Post Cereal 
Division in some 45 markets in midwest 
and southwest. Tom Mahan is the timebuyer. 


GENERAL PETROLEUM CORP. 
(Stromberger, LaVene, McKenzie, L.A.) 


Firm plans a concentrated three-week 
tv spot campaign in May. Still to be 
decided is the use of 31 tv markets or 
else the largest metropolitan areas in 
seven western states—Wash., Ore., Cal., 
Ariz., Nev., Ida. and Utah. George 
Anthony, media director, is the agency 
contact. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


This rug cleaner is spending $250,000 in a 
45-day tv spot campaign in 60 markets 


(see Feb. News Letter). Larry Butner is 
the timebuyer. 


GLAMUR PRODUCTS 
(The Rockmore Co., N. Y.) 


An intensive campaign for EASY 

GLAMU. now Pag © on in magazines, 

newspapers one. a =o is —s used 

only on WOR-TV New York but pla 

are now in a for more to oon in 

woes New York, Midwest and Pacific 
orthwest. Miss Rae Elbrock is the 

timebuyer. 


GOETZ BREWING CO. 
(Compton Advertising, Inc., N. Y.) 


This beer account will get underway with 
a tv-radio spot campaign as soon as 
ssible. Hal Davis, who has just come to 
ompton from Erwin, Wasey, N 
is the timebuyer. 


GREYHOUND CORP. 


(Beaumont & Hohman, Chicago) 
The bus company has renewed its 
sponsorship of the Sterling film series 

he World We Live In in six markets: 
KOOK-TV Billings, WDAY-TV Fargo, 
KDAL-TV Duluth, WBAY-TV Green 
Bay, WKOW-TV Madison and WTVO 
Rockford. Greyhoune also sponsors the 
show on WT. Milwaukee and 
WJBK-TV and CKLW-TV Detroit. Clark 
Trudeau is the timebuyer. 


GULF OIL CORP. 
(Young & Rubicam, Inc., N. Y.) 


For its TRAK and GULF SPRAY the com- 
pany is setting an extensive 17-week cam- 
paign. Frank Grady is the timebuyer. 


GUND MFG. CO. 


(Ovesey & Straus, Inc., N. Y.) 


For WALT DISNEY TOYS the company is 
going into tv spot heavily. Milton Stanson, 
tv director, is the timebuyer. 


HENRI’S FOOD PRODUCT CO. 
(The Mautner Agency, Milwaukee) 


The maker of HENRI SALAD DRESSING 
has made a few spot buys and is 

looking for more. Margaret Flood, 
account executive, is the contact. 


HOTPOINT CO. 
(Mazon, Inc., Chicago) 


The company is set to spend $1 million 

in a _tv-radio promotion drive as part of 
its “Swing into Spring” campaign. This 
will be a co-op venture aimed at the 
company’s electric ranges. Martin Krautter, 
account executive, is the contact. 


HUDSON, PULP AND PAPER CORP. 
(The Biow Co., N. Y.) 


The company is in the process of setting 
SF spot schedules (see March °55 and Nov. 

. Spot Reports). Sam Vitt is the time- 
uyer. 


IDEAL TOY CORP. 


(Grey Advertising Agency, Inc., N. Y.) 
Out of tv since its sponsorship of 
Winky Dink expired last Dec., this 
seasonal advertiser (winter) is readying 
— for a spring drive (see Feb. Spot 
eport). Network participation seems 
most likely at our press time, although 
there may be a chance for some spot. 
Joan Stark is the timebuyer. 


INTERNATIONAL LATEX CORP. 
(Foote, Cone & Belding, N. Y.) 


The prediction made in May ‘55 Spot Report 
that this company would take the plunge 
into tv spot is about to oo ue Starting 
in April on WCBS-TV and WABC-TV New 
York they will institute Ae schedules 
for its ladies products—girdles, brassieres, 
etc. Activity in other markets will 

follow. Arthur Pardoll, director of broadcast 
media, is the timebuyer. 


ITALIAN SWISS COLONY WINES 


(Honig-Cooper Co., San Francisco) 

In addition to its continuing ca ~? 
of tv spots in major markets, Ita 

Swiss has added nine tv shows to 

its spring schedule. The following half- 
hour programs have been bought on 

an alternate-week, co-sponsorship basis: 
Passport to Danger, KPIX San Francisco; 
Movie Time (30-minute participation in 


(Continued on page 106) 








if you’re building a market... 


you need tools ... tools that will do the best possible 
work and the quickest! 


WRGB-TV is your best sales tool in rich Northeastern 
New York and Western New England. 480,850 families 
depend upon WRGB's 16 years of leadership to provide 
them with fine service and program quality. 


It will pay you to study the television market in our 
coverage area of 30 counties, including the important 
tri-cities of Albany, Schenectady and Troy. 





a 
Represented Nationally by Spot Sales 


WRGB 


A General Electric Station 








account, manufacturers and distributors MINUTE MAID CORP., 
of automotive, household, pharmaceutical Florida Division 


and industrial products. The company (J. R. Pershall Co., Chicago) 


announces that tv ill be used alon 
; be . This division which makes HI-C, a canned 


with newspaper, radio and national : 
magazines. Sylvan Abrams, account carbonated fruit drink, is using spot tv 
(Continued on page 108) 


executive, is the contact. 


' 
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1% hour show), KRON-TV San Francisco; 
Badge 714, WPIX New York, KPRC-TV 
Houston and KMJ-TV Fresno; The 
Whistler, WPIX New York; Ellery 
-— WPIX New York; Highway 
XETV San Diego; Wrestling, 
KOVR-TV Stockton; Life of Riley, new 
on XETV San Diego and continued on 
KTTV Los Angeles; Racket Squad, new 
on KIEM- ureka and continued on 
WGN-TV Chicago. John W. Davis is 
the timebuyer. 





Free & Peters Name Change 


JANTZEN. INC Peters, Griffin, Woodward, Inc. is the new name for the pioneer 
(Botsford EOS eae ee station representation firm known, since it was founded in 1932, 


Portland) as Free & Peters. The company, which has offices in seven cities, 
Jantzen will uncover a heavy campaign 
for men’s and women’s sweaters in August. 
Advertising will be carried in 68 markets 
with the emphasis on outdoor. Much 
magazine space will also be bought. There 
is a good ag gee that = — of the 68 
markets spot tv will also be Miss 
Frankie Coykendall, vice lien and 
media director, is the contact. 


retains its same organizational personnel, operational policies and 
management. 

H. Preston Peters continues as president, the office he has held 
since May, 1942. Mr. Peters, who had earlier been associated with 
The Chicago Tribune, joined the company two months after its 
founding in 1932. His name was added to the corporate title in 1936. 

Executive vice president and director of radio is Russel Woodward, 
who has been associated with the firm since 1934. Earlier, he had 
been a member of the George Batten Co. and, shortly after that 
agency merged with others to become BBDO, became one of the 
five men to launch Benton & Bowles in 1929. 

Lloyd Griffin, an active management partner since the war, 
continues as vice president and director of television. Prior to the 


KASDENOL CORP. 
(Diener & Dorskind, Inc., N. Y.) 


The ounpeny is thinking about a tv-first 
for KAS OL, a mouth wash. It now 
has distribution in New York, Chicago, 
Los Angeles and other markets in the west 
and far west. Leo Greenland, tv-radio 
director, is the timebuyer. 


KRAFT FOODS CO. 


(Foote, Cone & Belding, Chicago) 


Kraft has started some spot activity for 
its marshmallows. Genevieve Lemper 
is the timebuyer. 


LANVIN PARFUMS, INC. 

(North Advertis.ng, Inc., Chicagec) 
This rfume, toilet water, talc, soap 
and dusting powder maker has appointed 
North to handle its advertising. Lanvin 
had been a big tv spot user, making 
lacements direct (see Oct. '53 Spot 
eport). The company disclosed that 
its advertising appropriation would be 
as high as $1 million a year. No 
assignments on the account as yet. 


LEE LTD. 


(Anderson-McConnell Advertising, 
L. A.) 


For SOF-SET the company is starting a 
new tv spot campaign since coming to the 
newly-named axsency. The lead-off schedule 
of live participa.ions started March 

on KING-TV Seattle and will run for 

13 weeks. More markets are to be added. 
Jacque Molinaro is the timebuyer. 








LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y. 


The expansion for IMPERIAL MARGARINE 
mentioned in Feb. Spot Report is well 
underway. On Feb. 27 the company bought 


schedules in one group of markeis, on April second world war he had been radio director at Knox Reeves, 
2 another group. There is no ——— 


Pgh bp a A Minneapolis. After meeting Mr. Peters during the war when both 

and this will Sune. Teany Guam were with the United States Office of War Information (psychological 
warfare) in the far east, Mr. Griffin joined what was then Free 
& Peters in 1945. 

James L. Free, in 1932 a co-founder of the station representative 
firm in Chicago, retired from active management in 1946. Since 
then he has resided in Santa Barbara, Calif. 

Peters, Griffin, Woodward, Inc., will also continue to use its 
Old Colonel trademark which, adopted early in the company’s history 
(“Birth of a Salesman,” Tv ace, August, 1954), represents a jovial, 


The Free & Peters New York office in 1934. The two men in the foreground 
are Mr. Peters and Mr. Woodward. 


LIGGETT & MYERS TOBACCO CO. 
(Dancer-Fitzgerald-Sample, N. Y.) 


The new L & M agency is continuing with 
all schedules. Lionel Furst is currently 
assigned to the account as timebuyer. 


METAL FOIL PRODUCTS MFG. CO. 
(The Wexton Co., Inc., N. Y.) 

The maker of BROIL-A- FOIL, disposable 
aluminum foil when Take is beginning 
a schedule on WRCA-TV New York of day- 
time —~ te he, articipations and 11 ID's. 





As soon as this effort “proves itself,” 

the company will repeat this pattern in 
Los Angeles, Detroit, Philadelphia and 
Pittsburgh; then, it will go in 

many as 60 more markets. Mrs. Lillian 
Ferry is the timebuyer. 


MIDWAY CORP. 


(Applestein, Levinstein and Golnick, 
Baltimore) 


The agency has just taken over the 
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white-mustached gentleman of the old school. Its purpose then was 
to lend an air of dignity and maturity to what was, in fact, a 
youthful organization. While the company has grown and matured 
steadily since then (see cut), it nevertheless reaffirms the vigorous 
management approach that marked its inception. Peters, Griffin. 
Woodward today represents 23 television and 30 radio stations. 
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Between today and tonight — two 


of NBC’s finest weekday shows — 
WKNB.-TV gives its audience 100% 

= good entertainment all day, every 
day ... all week. 


WKNB-TV combines the complete 

lineup of NBC star-studded shows 

with its own popular local live shows. 

Whatever time you choose from 

dawn to midnight every day, you'll 

* find that WKNB-TV is more than an 

advertising medium — WKNB-TV 

m ium is a selling medium in the 13% billion 
dollar Hartford County Market. 


Contact The Bolling Company, Inc., 
for the full WKNB-TV success story. 





Hartford County 


is 
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tenighi = 
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Spot (Continued from page 106) 


in about a dozen cities. There will be 
more. Grace Rauworth is the timebuyer. 


MONTGOMERY WARD & CO. 
(Foote, Cone & Belding, Chicago) 


It may be that Ward will beat its arch 
rival, Sears, Roebuck, into spot tv. Ward 
has used only a little spot in the past 
but there are plans for the company to go 
into as many as 50 markets. The chances 
are that when it does use tv, it will be 
placed through Ward's local outlets. 
John Martin, of Ward's, is the contact. 


PHILIP MORRIS, INC. 
(N. W. Ayer & Son, Ine., N. Y.) 


Instead of waiting until May 1 to take 

over the PM account, as originally planned, 
Ayer stepped in March 1. As yet there is 
no indication of any change in.the tv 
campaign begun at Biow. Isabel Ziegler 
and her two assistants moved over with 
the account and will be buying for it 

at Ayer. 


NATIONAL BISCUIT CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


For SHREDDED WHEAT JUNIORS the 
company is currently buying participations 
in local kid’s shows in about 25 stations 

in the northeastern area. This is a six- to 
eight-week campaign that will break 

April 16 and will feature a new premium— 
Rin Tin Tin sharpshooter puzzlers. Nine- 
week ape in a score of markets in 
Indiana, eae and Ohio are also being 
set up for WHEAT HONEYS and RICE 
HONEYS. Louis J. Kennedy is the 
timebuyer. 


NATIONAL RETAIL HARDWARE 
ASSOCIATION 


(Local) 


This 37 state and regional association 

has provided its 23,000 dealers with material 
for spot announcements to herald 

Hardware Week—April 12 through April 22. 
The agency for the association is Bozell & 
Jacobs, Indianapolis, but any tv activity 
will be handled in each market by the local 
hardware stores. 


NEHI CORP. 
(Compton Advertising, Inc., N. Y.) 


The full-scale spot campaign predicted in 
March Spot Report is going now in about 
40 markets. Comes summer and more 
markets will be added, bringing the total 
to around 120. Schedules consist of 
minutes, 20’s and ID's, mostly at night. 
Genevieve Schubert is the timebuyer. 


PABST BREWING CO. OF 
CALIFORNIA, Eastside Division 


(J. Walter Thompson Co., L. A.) 


The first activity since JWT took over 
the account is an increased tv schedule. 
New placements are in Bakersfield, San 
Diego, Fresno, Sacramento, El Centro, 
Santa Barbara and Los Angeles. Included 
in the last market is a 40-week contract 
for 40 participations weekly on KNXT 
Earl how, Bit Hit Movies, Red Rowe’s 
Get-Together and Amos ’n’ Andy; minutes. 
20’s and ID’s on KRCA and half 
———- of Los Angeles Angels’ 71 home 
games on KHJ-TV. Joy Mallicoat is 

the timebuyer. 


PATTERSON-SARGENT CO. 
(D’Arcy Advertising Co., Cleveland) 


In addition to a 50-market buy on 
NBC-TV's Tonight, this Cleveland paint 
company (BPS PAINTS) is using 

10-week spot schedules on KMBC-TV 
Kansas City and KXJB-TV Valley City. 
Ss. P. ‘ward, vice president and manager 
of the branch, is the contact. 


PENICK & FORD, LTD., INC. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y 


The maker of MY-T-FINE has extended 
its schedules—mostly spots but some 
local programs—to include the following 
markets: New York, Boston, Portland, 
Me. yo Mass., Providence, Hart- 
ford, henectady, Columbus, O., Dallas, 
Ft. Worth, Houston-Galveston, Cedar 
Rapids, Baton Rouge, New Orelans and 
St. Louis. Ted Wallower is the timebuyer. 
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Stuart M. Kelly has been promoted to 
vice president and assistant national 
television manager at Paul H. Raymer 
Co., Inc., N. Y., station representatives. 


DR. PEPPER CO. 
(Grant Advertising, Chicago) 


The campaign mentioned in March Spot 
Report has already gotten underway in 


the South and is moving north. Fred 
Norman is the timebuyer. 


PIEL BROS. 
(Young & Rubicam, Inc., N. Y.) 


In addition to schedules of its “Bert and 
Harry” commercials in nine markets, 
the brewing company is now sponsoring 
CBS Television Film's San Francisco Beat 
in Hartford, Ziv’s Man Called X in 
Schenectady and a 10-minute news show 
in Albany. Joe Lincoln is the timebuyer. 


PROCTER & GAMBLE CO. 
(The Biow Co., N. Y.) 
The campaign for SPIC AND SPAN is 


underway in around 90 markets. Ethel 
Wieder and Ken Kearns are the time- 


buyers. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


A campaign is getting underway for the 
Pay fe BIG TOP PEANUT BUTTER. 
Robert Liddel is the timebuyer. 


THE QUAKER OATS CO. 
(Needham, Louis & Brorby, Inc., 
Chicago) 


For KEN-L RATION the company is taking 
a look at availabilities in several markets. 
Pat Brouwer is the timebuyer. 


REALEMON-PURITAN CO. 
(Rutledge & Lilienfeld, Chicago) 


Plans are being made for a multi-media 
spring and summer campaign for the 
company's fruit aa. with spot tv 
included. Anne oyle, tv-radio director, 
is the timebuyer. 


ROTO-BROIL CORP. OF AMERICA 
(Product Services, Inc., N. Y.) 


The company is in the midst of a 60-day. 
spot saturation campaign that will run 
through Mother’s Day. Minute spots are 
used as the tv part of the promotion 
in which the company is reported to be 
spending $600,000—$10,000 a day. Larry 
Butner is the timebuyer. 


SCRIPTO, INC. 
(Donahue & Coe, Inc., N. Y.) 


This pen and pencil maker is starting 
a campaign of minutes and 20’s in mid- 
April in the following six markets: 
Chicago, Cleveland, Los Angeles, New 
York, San Francisco and Washington. 
The schedules are set for eight weeks 
but they may be extended. Evelyn 
Lee Jones is the timebuyer. 


SHULTON, INC. 

(The Wesley Associates, N. Y.) 

The maker of OLD SPICE shaving 
products is in New York with 

pre- and post-game 20-second 
announcements of both the Yankees and 
Giants, the third year that Shulton has 
bought into this package. It will carry 
thé firm through until Sept., at which time 
a national spot campaign will be launched. 
Joseph D. Knap, media director, is the 
contact. 


SIGNAL OIL CO. 
(Barton A. Stebbins Advertising, L.A.) 


This oil company has taken on the 
Film series Code Three in six 
markets on the west coast beginning 
in April. A. W. Gudelman, account 
executive, is the timebuyer. 


STANDARD BRANDS, INC. 


(Ted Bates & Co., Inc., N. Y.) 


The company is starting on April 2 a 
13-week campaign in about 50 markets. 
Split minutes are to be used, the 60-second 
spots divided between BLUE BONNET 
MARGARINE and other products of 
Standard Brands including the ROYAL 
lines. Larry Donino is the timebuyer. 


STAUFFER RESTAURANTS 
(Calkins & Holden, Inc., Chicago) 


This restaurant chain with locations in 
Cleveland, Philadelphia, New York, 
Pittsburgh, Detroit and Minneapolis has 
come out with a line of frozen foods 
which are already in distribution in their 
six markets. Promotion is about to start 
in these areas with tv spot included in 
the setup along with radio and newspapers. 
Distribution will be extended and wil! be 
followed by advertising. Although Calkins 
& Holden is the chain’s agency, placement 
for this frozen food campaign will 
probably follow the pattern used by 
Stauffer Restaurants; viz., they will be 
handled locally. 


SWEET-ORR & CO., INC. 

(Peck Advertising, Inc., N. Y.) 

The maker of work clothes and industrial 

uniforms is about to sponsor boxing, and 

— wrestling, in New York. Tv is 
coming increasingly important in 

Sweet-Orr’s advertising plans. Upsurge of 

35 per cent in the firm's sales in the past 

year is attributed to broadcast media. 

Rusty Alben is the timebuyer. 


U. S. SUMMIT CORP. 
(Shaller-Rubin Co., Inc., N. Y.) 


The maker of BYVIROL, a cherry flavored 
liquid to perk up children’s appetites, 

just finished a 13-week spot schedule in New 
York. The comgeny has schedules still 
running in Philadelphia and will return to 
New York soon. Also to other markets as 
soon as distribution of product expands. 
Mel Rubin, secretary-treasurer, handles 
account. 


VAN CAMP SEA FOOD CO. 


(Erwin, Wasey & Co., Ltd., L. A.) 

As mentioned in the Feb. Spot Report 

much activity is expected for VAN CAMP 
TUNA when the agency officially takes over 
on May 1. Meanwhile, company has bought 
alternate Tuesday quarter-hours of 
NBC-TV’s Queen for a Day starting April 19. 
Glenn Bohannan is the timebuyer. 


WARNER-LAMBERT, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


For its QUICK home permanent the company 
is now using schedules of minutes and 
chainbreaks, mostly in day times, set 

to run 40 weeks. Robert Kibrick is the 
timebuyer. 


WHITE KING SOAP CO. 
(Erwin, Wasey & Co., Ltd., L.A.) 


The $1 million soap account, after a long 
tenure with Raymond Morgan Co., 
shifts to Erwin, Wasey on May 1. It is 
expected that there will be “Quite @ 
lot of tv activity.” Glenn Bohannan 

is the chief timebuyer. 


WILDROOT CO. 


The company is placing announcement 
schedules adjacent to baseball games 

for its FORMULA #2. Gertrude Scanlan 
is the timebuyer. 





PULSE SURVEY AGAIN 
PROVES KVTV DOMINANT 





SIOUX CITY STATION 


Latest Telepulse Survey in Sioux City, lowa (Feb. 11 through Feb. 17, 1956) 
shows the lowest cost-per-thousand way to reach the 204,500 well-to-do 
families in the rich Siouxland market. 


KVTV Channel 9 
KVTV Channel 9 
KVTV Channel 9 
KVTV Channel 9 
KVTV Channel 9 
KVTV Channel 9 
KVTV Channel 9 
KVTV Channel 9 





All of the top 23 shows. 





46 of top 50 shows. 


All of the top 32 local, live shows. 


34 of top 35 network shows. 











9 of the top 10 Syndicated Shows. | 


65% Share of Audience 7 to noon, Monday to 
Friday. 


69% Share of Audience 6 to midnight Saturday. 





73% Share of Audience noon to 6 Sunday. 














CBS « ABC Whether if's Network, Local or Syndicated — 


TV KVTV is Sioux City's Dominant Station 
KV. See your Katz Man for Availabilities 
ane 9 


A Cowles station. Under the same management as 


WNAX-570, Yankton, South Dakota. Don D. Sul- 
SIOUX CITY, IOWA livan, Advertising Director. 
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Hardware (Cont'd from page 97) 


e Stiles Lumber Co., third genera- 
tion Grand Rapids concern, found 
television the answer to its advertising 
problem in introducing their line of 
pre-cut Flexi-bilt homes in the Michi- 
gan area. Beginning Dec. 2 they 
bought a 13-week sports show over 
woop-tv Grand Rapids for Friday 
nights following the Gillette fights. 
Length of the program varied from 
six to 25 minutes, depending on the 
length of the fight that preceeded it. 

At the conclusion of the 13-week 
contract Stiles bought—and is using— 
a series of spots to continue the cam- 


Sales Management’s Area Growth Ratings, 1945-1955, show that . . . 


on, Fr 
( oS 


- 
ei 


spend in the WBRZ area 
than ever before, because... 
Population (> is UP 84% 
Food Store Sales hw are UP 209% 
Effective Buying Income (35) is UP 100% 


There are $899,481,000.00 spendable dollars 


earned from oil ., gas Ff sulphur _Zo-. 
Mi 
industry =atonthy and agriculture th. 


AND ONLY ONE TELEVISION STATION COMPLETELY 
COVERS THIS RICH HEART OF LOUISIANA 


WBR7~2 


' BATON ROUGE, LOUISIANA 
Power: 100,000 watts Tower: 1001 ft. 
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Represented by Hollingbery 


paign which the program got under- 
way. 

“The commercials were aimed at 
prospective home builders in a price 
range from $10,000 to $25,000,” says 
Jack Stiles, president of the company. 
At first the commercials were done 
live by Mr. Stiles with the assistance 
of a station announcer and Stiles 
workmen who demonstrated building 
the pre-cut homes by erecting a wall, 
a window or showing the construction 
of door areas. Later these were put 
on film and these film commercials 
are used for the present spot series. 

“At the end of each program, view- 
ers are invited to contact us or WOOD- 


| 
| 


@ More people have more money C$) to | 


ray 


NBC-ABC 





tv for further information,” Mr. Stiles 
explains. The firm invites inquiries 
about the homes, which are answered 
by letter and a personal follow-up. 

Many of the requests for informa- 
tion come from out of town, some 
from well over 100 miles beyond the 
metropolitan area. The company is 
highly gratified by the high percentage 
of sales for Flexi-bilt homes made to 
the prospects developed by the tv pro- 
gram. 

e Stubbs Hardware Co. of Savan- 
nah, Georgia, uses their once-a-week 
15-minute television program on 
WTOCc-TV to push their complete line 
of sporting goods. Operated by Otis 
Stubbs Sr. and his son Otis Stubbs Jr. 
the firm has a record of 15-year-spon- 
sorship of radio programs on a daily 
basis. In 1954 the advertising was 
switched to television, and tv now 
takes nearly the entire budget. The 
program, called Old Salt, is presented 
live and is widely followed by sports- 
men throughout the Savannah area. 

There are a number of examples of 
the success of the program which has 
built store sales to their highest point 
in history. A particular lure that was 
advertised on the program sold four 
gross within two weeks. After plugging 
one particular glass rod as a tv special 
over a period of several weeks Stubbs 
sold 500 of the rods at $10.50 each. 
This was more than the sponsor had 
sold in the 12 months preceding the 
special. The firm recently renewed 
its contract for another year. 

e Younker-Davidson’s Dept. Store. 
Sioux City, has found spots on tele- 
vision station KVTV Sioux City effec- 
tive as a sales producer. A_ recent 
example was on Plasteron, a_paint- 
plaster mixer, which was featured in 
a series of four one-minute spots. The 
announcements resulted in the sale of 
292 gallons of Plasteron. 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


( AMeERA CQuipment ©. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 


























Pulse (Continued from page 57) 


was held by Kefauver, seen by 81.5 
per cent, an ardent testimony to the 
impact of his now-famous committee 
hearings held before tv cameras. 

Fourth place was held by Nixon, 
seen by 78.4 per cent, who undoubtedly 
garnered his largest single audience 
when, in 1952, he spoke publicly on 
his private finances to refute charges 
against him. New York’s Governor 
Harriman was seen by 68.2 per cent 
of the 1,000 set owners in Metropolitan 
New York, indicating that tv is cer- 
tainly not without political affect at 
the state level, although Mr. Harriman 
was, of course, a prominent candidate 
for the Democratic nomination in the 
1952 national race. California’s Sena- 
tor Knowland was the only one of the 
six on the list not to have been seen 
by more than half the set-owners. 
Some 44.8 per cent reported familiarity 
with the Senator through his tv ap- 
pearances (see question 3). 

The big question came last on this 
survey. It indicate 


was intended to 


cocaueunecconecsnonsanneenivarseuaepeuseauanent 


Kimmell Agency 
Walter H. Kimmell, 


former 


radio 


Naval Air 
Reserve 
Training 
Command, 
has estab- 
lished 


own adver- 


his 


tising agency 
in Tucson, 
Ariz. To be 
known as 
Walter Kimmel Advertising, the 
agency operate with all 
local and 








will 


soceneecaunneneeeanenty 


media for regional 


accounts. It will also offer ac- 
count servicing to eastern and 
midwestern agencies that require 
personal representation with 
: first-hand reporting or 
: direct product-merchandising in 
Mr. Kimmell, 
who’s lived in Tucson since his 
: release to inactive duty in Janu- 
: ary, 1952, has offices in the 
: Sandoval Building, 215 North 


Court Avenue. 


media, 


the southwest. 











and ty director for the i 


whether television appearances influ- 
ence public attitudes toward candi- 
dates and, if so, how. Specifically, the 
interviewers said, “I’d like to know 
whether your seeing these people on 
television has had any effect on your 
opinion of them. In other words, would 
you say that after seeing....... [each 
of the above-listed men was listed in 
turn] on television you like him more, 
less or about the same as you did be- 
fore you saw him on television?” 

The results showed that more than 
half the people who had seen each 
candidate on tv felt “about the same” 
toward him after tv, as they had be- 
fore. This was most notably true in 
the instance of Knowland, about whom 
69.2 per cent felt the same after seeing 
him. Harriman’s audience indicated 
that 66.3 per cent of them felt the same 
(see question 4). 

Whereas both presidential candidates 
in 1952 kept a lot of support by 
appearing on tv — 60.2 per cent of the 
Eisenhower audience felt the same 
toward him after seeing him on tv: 
51.5 per cent of the Stevenson audi- 


remained unchanged in their 


attitudes —they also enlisted 


ence 
much 
new approval via television. Some 36.4 
per cent of those seeing Eisenhower 
That 


was the greatest positive response any 


liked him more after television. 


of the six men mentioned was able to 
pull through tv. 

But candidates also ran the risk of 
losing support by appearing on video. 
Again, President Eisenhower came out 
on top, for only 3.4 per cent of his 
huge audience said they liked him less 
after seeing him on tv. Kefauver held 
second place, with a moderate 12.8 
per cent of his audience liking him 
less. But Vice President Nixon, whose 
most notable tv appearance during the 
last campaign pertained to the highly 
controversial problem of whether or 
not he should be dropped from the 
Republican ticket, influenced 
nearly a quarter of his audience 


had 

some 24.8 per cent — to like him less 

after seeing and hearing him on tv. 
In summing up, it seems video's 


probable influence on the public’s 


(Continued on page 112) 
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OQ vicrvrs INC. 
BURBANK - 4440 lakeside drive 


thornwall 2-7171 
NEW YORK - 670 fifth ave. 
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DOMINANT 


KGLO-TV 


is first in audience in the rich 
Mason City-Albert Lea-Austin 
ela-toR 


ARB proves KGLO-TV audi- 


ence dominates 
with... 


the area 


20 out of the top 20 once- 
a-week shows. 7 out of 
the top 10 multi-weekly 
shows. 





Ask Weed Television to show you 
all the facts about one of the 
nation’s most prosperous farm- 
urban areas. 


FULL POWER 
100,000 watts 


MASON CITY | 
ALBERT LEA | AREA 
AUSTIN 


GLO-TV 


CHANNEL 3 CBS 


LEE RADIO, INCORPORATED 
Represented by WEED TELEVISION 
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Pu lse (Continued from page 111) 


political favorites might run some- 
thing like this: People apparently pick 
their favorites and stay with them, 
basing judgment on something besides 
a candidate’s tv appearances. Most of 
the audience does not change its feel- 
ing —in either direction — after see- 
ing political personalities on the home 
screen. 

From a candidate’s point of view, 
however, it would be smart to use tv 
widely for, while he doesn’t seem to 
risk losing his support, he does stand 
a chance of increasing it. The study 
indicates that the few set owners who 
change their feelings after a tv speech 
are apt to like a candidate more — not 
less. Very few seem to resort to the 


latter alternative unless the issue — or 
the personality — involved is deeply 
and seriously disputed. 

Another area of provocative ques- 
tioning remains, however: Who likes 
a candidate more after tv, his support- 
ers or his opposition? (Or, to state it 
another way, who likes him less, his 
opposition or his supporters?) Does 
a tv appearance actually win opposi- 
tion over to a candidate’s side? Judg- 
ing from the great difference between 
Pulse’s “like more” and its “like less” 
answers, it seems probable that tv 
reverses the scales at least part of the 
time from a negative to an affirmative 
The final answer to that 
may well not come, however, until the 


response. 


American public goes to the polls in 
November. 





Bu yer (Continued from page 53) 


of the women received a degree. About 
10 per cent of both groups have no 
college training. 

Background and experience in the 
field varies widely. The largest number 
of men, about 30 per cent, went to 
work for the first time as an office boy 
and were paid about $159 a month 
for it. Next biggest number, 15 per 
cent, were clerks of one kind or an- 
other. About 10 per cent were in 
production. Another 10 per cent were 
office boys. Some 14 per cent worked, 
mostly as salesmen, in radio. Smaller 
percentages were reported working in 
Street 
brokerage houses, as collectors, book- 


department stores, in Wall 
keepers, draftsmen, teachers, one as a 
Western Union messenger, another as 
a printer’s devil, and still another as 
a carpenter. 

Although wages on these first jobs 
varied all the way from a low of $50 
a month to a high of $500 (that young 
man worked on commission), most 
were paid close to the $159 average. 
“Those were the good old days,” said 
one who was a “jack of all menial 
tasks in a four-man agency” for $100 
a month. The same man now is in the 
$10- to $15-thousand bracket. 

Asked about their last job before 
hecoming a timebuyer, the largest 
number of men, around 25 per cent, 
report they were in some branch of 
research. Second most popular occupa- 
tion was as a salesman, about 20 per 


cent. Some 10 per cent of male time- 
buyers came to the job from work as 
a space buyer or as accountant. Others 
were in tv promotion, handling traffic 
at an agency, draftsmen, engineers and 
one, at least, was in the U. S. Soil 
Conservation Service. 

A surprising number of women 
timebuyers — almost 50 per cent — 
were first employed as _ secretaries, 
where their average salary was $155 
a month, only $4 less than the average 
starting salary for men. A few worked 
on other agency jobs such as file 
clerks, assistant timebuyers and the 
like, and others were in assorted fields 
including newspapers, book publish- 
ing, teaching and radio. Some were 
cashiers and nearly 5 per cent were 
actresses. 


Before Timebuying 


Last jobs before becoming time- 
buyers were still as secretaries in about 


‘40 per cent of cases reported. Some 


25 per cent were copywriters and a 
few were space buyers or estimators. 
One girl reported starting as a buyer, 
switching to research and then going 
back to buying. 

Women buyers, as a whole, have 
worked for agencies longer than men, 
with the average having been in the 
trade for 914 years. The average for 
men is just over a year less, or 8 years 
and 5 months. But men average hav- 
ing been on the timebuying job longer 
than the feminine contingent. The 


- 


man’s average experience is 5 years 




















Tv Sells Paint 


The Dunham-Hanson Co., of 
Bangor, distributor in eastern 
and northern Maine for Kyanize 
paints, U. S. Gypsum Co., Corbin 
locks, Bird floor and roofing and 
Stanley tools, has been using spots 
on WTWO Bangor since 1954. 

“We have found that live dem- 
onstration ads on television are 
the best means for putting across 
brand significance,” says Fred 
Hanson, vice president in charge 
of advertising. “Our live demon- 
stration ads for Kyanize paints 
over WTWO have been very suc- 
cessful both from a distributor 
and dealer standpoint.” 

Sales of paints have increased 
around 20 per cent since the firm 
started using television. About 60 
per cent of the advertising budget 
goes into tv with the balance in 
radio and newspapers. The firm 
handles its own advertising. 











and 11 months, while the woman’s is 
only four years. 

On the all-important point of salary 
men seem to have all the best of it. 
The average salary for men is $9,500. 
A salary close to this figure is the 
norm for around 40 per cent of all 
male timebuyers. Breaking down salary 
figures further shows that about 12 
per cent of men buyers get less than 
$6,000 annually, 25 per cent make 
between $6 and $8 thousand. Another 
20 per cent are in the $10- to $15- 
thousand bracket, and some 10 per 
cent make between $15 and $20 thou- 
sand. Very few report that they are 
over the $20-thousand mark in annual 
pay. 

Experience seems to have a very 
direct influence on the amount of the 
paycheck, although here, too, there are 
exceptions. Most of those in the “above 
normal” bracket had been timebuyers 
for at least 6 years, and the number 
with 20 years or more experience 
amounts to nearly half of this total. 
All of those in the top salary categories 
have been on the job 10 years or more. 

Surprisingly more than 90 per cent 
of those responding to the question- 
naire furnished the salary information. 
Many are interested in the results 


although a few muttered a little—“You 
spoiled my Monday,” “Surveyors, drop 
dead”—but completed their answers in 
detail. 

The salaries of women timebuyers 
$6,800 although 


some make much more. The percent- 


average annually, 
age whose pay is close to the average 
is about 45 per cent, while nearly 40 
per cent are in the $6-thousand-or- 
under category. Only 10 per cent of 
women timebuyers make between $8 
and $10 thousand, while another 10 
per cent make above $10 thousand. 
Women timebuyers making more than 
$8 thousand have all been in the busi- 
ness at least 7 years, according to 
replies received. 


Timebuyers Are Healthy 


Timebuying seems to be a satisfac- 
tary business from a health standpoint 
both men and 


since the average, 


women, report good digestion and 
sound sleeping habits. “No ulcers” 
one man reported, or “high blood 
Another 


admitted a “coronary” last year, but 


pressure,” a second added. 


said he wouldn’t “trade jobs with any- 
one.” Both men and women report 
working 8-1/3 hours a day on the 
average. 

There were exceptions, of course. 
About 10 per cent of men comment 
on bad digestion and 20 per cent on 
bad days. About 15 per cent report 
trouble sleeping. Length of work days 
runs all the way from one lucky fellow 
who “averages 5 hours a day” to sev- 
eral unfortunates who still work a 
12-hour day and six-day week. One 
estimates his daily stint at about 30 
hours. 

One “happily married” but well- 
trained midwestern buyer says he 
works 7 hours at the office, two at 
home, “shares the care of an 18- 
month-old daughter and devotes one 
night a week to the family laundry.” 

While women’s hours average the 
same as men’s there are more ten- 
hour-day reports and fewer 12. One 
girl replies to the hours question: 
“6-8-10? How many days? Monday 
through Sunday at times.” 

Altogether, timebuyers, both men 
and women, like their work. Comments 
like “very happy” and “I enjoy this 
business thoroughly” are frequent 
among respondents. “It’s a great life” 

(Continued on page 115) 








PROOF 
ARB Proves 


KHQA-TV| 


dominates the audience in 
the Quincy-Hannibal-Keokuk 
area. 


According to the latest 
ARB, KHQA-TV leads in... 


17 out of the top 20 night- 
time shows, all of the top 


10 multi-weekly shows. 








The facts are simply these: KHQA- 
TV means more audience, more 
coverage, more results. 


FULL POWER 
316,000 watts 


QUINCY | 
HANNIBAL 
KEOKUK 


Live area programming, power- 
top network shows 


KHQA-TV 


CHANNEL 7 CBS 
LEE BROADCASTING, INC 
Represented by WEED TELEVISION 


AREA 


ful signal 






The latest and most comprehensive 













survey* on trade paper readership 
in the TV- Radio field reveals this fact: 


Television Age 


has more readership 


| 
‘ | 
among tumebuyers, | 
account executives and 

| | 


ad managers than any 


publication vn the freld. 


* 















Buyer (Continued jrom page 113) 

says one comparative youngster at a 
Chicago agency. “It’s a grand busi- 
ness,” says an exurbanite who adds 


“Hard, 


“but tough on commuters.” 


Furniture Sales 


Dramatic evidence of how tele- 
vision has turned out to be “the” 
medium to move furniture comes 
from Tulsa, Okla., where a local 
furniture dealer increased sales 
seven fold in five months of tv 
advertising. 

After using radio and news- 
paper classified ads for the first 
year and a half of business, Tulsa 
Furniture and Upholstery Com- 
pany, also dealing in appliances, 
turned to television on KVOO-TV. 
The result as reported by Bob 
Goldman, the store’s advertising 
manager: “Since the advent of 








television to 





our business, we 
have had to increase our ware- 
house space from 5,000 sq. ft. to 
20,000 sq. ft. Our gross has in- 
creased from an approximate 
$10,000 per month to over $70,- 
000 per month. In July of this 
year, as a direct result of con- 
tinued use of KVOO-TV, our gross 
reached an all-time high of 
$100,000.” 

The success led Tulsa Furni- 
ture and Upholstery to revise its 
ad budget upward to $50,000, 
with 75 per cent, or $37,500, 
going to tv. The store’s ad cam- 
paign was worked out by Charles 
and Claude Riggs, Mr. Goldman 
and the firm’s agency, Baron- 
Walters. At present, Tulsa Furni- 
half-hour 


ture sponsors two 


shows on KVOO-TV. 


soeversesenpoeneennnnne vee eensnny co eens 


hectic, but fun” says a young New 
York redhead (female). “How many 
copywriters have fallen this low?” 
quips another from Manhattan. 

A well-known executive at an im- 
portant agency gives as his opinion: 
“Problems (for the timebuyer) will 
get worse before they get better.” 

Most of those who are well-informed 
about how timebuyers work and the 
problems they face are inclined to 
agree but point out that changes have 
been rapid in the few years of tele- 
vision’s history. 


Number is Up 

TV AGE has made this point before. 
The Publisher's Letter (July, 1955) 
said that in 24 months “the number 
of buyers has jumped approximately 
20 per cent” with the number of Madi- 
son Avenue buyers going from 262 to 
339. The number of buyers, it was 
pointed out as an example, has in- 
creased from 6 to 42 at Young & 
Rubicam, from 3 to 21 at J. Walter 
Thompson and from 4 to 22 at Benton 
X Bowles. 

It seems the TV AGE survey, creating, 
as it does, a composite timebuyer, 
serves to emphasize the fact that time- 
buyers are just like everyone else. 
“Many buyers should learn to think 
of themselves as people,” one youthful 
Manhattan veteran wrote at the bottom 
of her questionnaire. 

And Tv AGE agrees. Timebuyers are 
people, but people skilled in the very 
important needs of a very exacting 
business. The concluding paragraph 
of the Publisher’s Letter 


above states it succinctly: 


mentioned 


“And a timebuying job—if it is to 
be done properly — requires a great 
deal more skill and knowledge than 
many agency executives are aware of 
It calls for 
an integrated knowledge of markets, 


or are willing to admit. 


engineering and station operation. It 
demands a first-hand familiarity with 
station management to achieve clear- 
ances of both network and spot time 
effectively. In general— and in the 
light of the growing complexity of the 
work — timebuyers deserve a lot more 
status and recognition than they have 
yet achieved in the agencies.” 
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In a survey conducted by the advertis- 
ing agency, Doug Johnson & Associates, 
Syracuse, New York, 2500 question- 
naires were sent to a cross section of 
timebuyers, account executives and ad 
managers. 653 replies were received. 
Here are the results: 


Question #1 


To which of the following trade publica- 
tions do you subscribe? 


The Answer: 


Publication Percent subscribing 


TELEVISION AGE 65% 
Publication “B” 48% 
Publication “C” 45% 
Publication “D” 26% 
Publication “E” 16% 


Question #2 


Which of these trade publications do you 
read? 


The Answer: 


Percent of readers replying: 


Publication **Regularly"’ **Occasionally"’ 
TELEVISION AGE 52% 38% 
Publication “B” 41% 33% 
Publication “C” 41% 26% 
Publication “D” 20% 20% 
Publication “E” 13% 17% 


Question #3 
Which magazine offers you the greatest 


ease of reading... both editorial and ad- 
vertising content? 


The Answer: ” , 


Publication *Percent 


TELEVISION AGE 189.7 
Publication “B” 167.9 
Publication “C” 96.8 
Publication “D” 36.9 
Publication “E” 24.7 


*Weighted average reflecting single and multiple choices 


The complete facts are 
available on request 
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Film (Continued jrom page 55) 


ers-group were banks, insurance and 
utilities, department stores, gasoline 
and lubricants and service organiza- 
tions. 

The next questions were, “What per- 
centage of your films are sponsored 
by national-regional clients? What 
percentage by local advertisers?” 
Answers showed that, on the average, 
syndicators receive about a 40-60 divi- 
sion of business, with national-regional 
advertisers responsible for 43 per cent 
of their volume; local advertisers, 57 
per cent. 

It is interesting to note that one 
film firm, long recognized as an im- 
portant pace-setter in the field, turned 
in the exact industry-average score. 
And other firms, of course, demon- 
strate a broad range in terms of in- 
dividual operations. One explained 
that local advertisers yield only 5 per 
cent of its business, while another 
stated that local business gives a near 
90-per-cent volume. 

The next question was, “When sell- 











ATLANTIC TELEVISION 


proudly presents 


THE CHAMPION PACKAGE... . 


The Tiffany of small packages 
comprising boxoffice champions 
from 1948 to 1954. 


THE CHAMPION— 

Stanley Kramer UA production—99 min. 

Starring . . . Kirk Douglas, Marilyn Max- 
well, Arthur Kennedy 

Available October—1956 


HOME OF THE BRAVE— 
Stanley Kramer UA production—86 min. 
Available October—1956 


As well as new theatrical releases such 
as: 

TOO LATE FOR TEARS 

JOHNNY HOLLIDAY 

SLEEPING TIGER 

MASTER PLAN 

MARILYN 

STORM WARNING 

JOHNNIE THE GIANT KILLE" 


Contact Dave Bader tod<; iu: complete par- 
ticulars and information. 


ATLANTIC TELEVISION 


130 W. 46th Street 
New York 36, N. Y. 
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ing a program, do you usually make 
your first approach to the station, the 
agency or the sponsor?” Not unex- 
pectedly, the agency seemed the favor- 
ite target, perhaps because of its pivotal 
location between the advertiser and the 
medium. Some 41 per cent of all syn- 
dicators polled said they make their 
first approach to the agency. Another 
35 per cent, however, consider the 
station as No. | target, while 7 per 
cent throw the initial pitch directly at 
the advertiser. The remaining 17 per 
cent point out that the approach — 
and sequence — varies, although sev- 
eral allow that, given free choice in 
the matter, they pay first visit to either 
the agency or client and, preferably, 
both at the same time. 


Heart of Syndication 


The third and final part of the 
TV AGE survey hit two aspects of film 
syndication that many consider the 
heart of the matter: price structure 
and new business. 

The first of two questions asked in 
this section was, “Do you feel that 
syndicated film prices have gone up 
or down as compared with this time 
last year? Why?” A total of 50 per 
cent — a solid half — of those replying 
affirmed that their prices have gone 
up, while only 29 per cent said they 
had lowered rental fees. 

Some comments typical of those 
who've increased prices follow, ar- 
ranged alphabetically by company: 

Fred J. Mahlstedt, director of opera- 
tions and production, CBS Television 
Film Sales: “New shows have increased 
in price because of higher production 
costs. Hollywood has cut down to the 
five-day week; unions for the writers 
and actors are asking for more money 
—and getting it. Reruns, generally, 
are getting lower prices because of the 
great number on the market, but re- 
runs of top quality programs are still 
getting prices as good as, or better 
than, the original run.” 

Sy Weintraub, vice president, Fla- 
mingo Films: “Up. Increased produc- 
tion costs due to demand for better 
writing and production.” 

Earl R. Collins, president, Holly- 
wood Television Service: “Up. Cost 
of production makes it imperative. 
There is more and more a trend toward 
co-sponsorship.” 

H. Weller Keever, national sales 


manager, NBC Television Films: “This 
year, prices have firmed up, and for 
top-flight programs higher prices can 
be realized. These higher prices have 
come about because local and regional 
sponsors are beginning to realize that 
they cannot protect their advertising 
investment in television by resorting 
to low price-low quality programs with- 
out taking the chance of losing large 
segments of their audience.” 

M. J. Rifkin, vice president in charge 
of sales, Ziv Television Programs: 
“Film prices are definitely up on first- 
run and top rerun properties because 
of increased production budgets, higher 
talent and labor costs in the industry.” 

On the other hand, the 29 per cent 
who noted price drops had comments 
like the following, again alphabetically 
by company: 

George T. Shupert, president, ABC 
Film Syndication: “Down. Short- 
sighted station and sponsor/agency 
people have by ‘trading’ practices 
tried to force prices down so fast that, 
with recent guild increases, they will 
shortly discourage producers from in- 
vesting in first-run syndicated program 
production. Sound vision of at least 
break-even is essential to avoid a dry- 
ing up of first run film.” 

C. R. Manby, vice president, General 
Teleradio: “Prices have gone down 
due to three factors. 1) The increased 
availability of reruns of television net- 
work shows. 2) Faulty financing 
which causes syndicators to sell at de- 
pressed prices in order to bail out. 
3) Improper estimates of the growing 
market.” 


Market “Flooded” 


Ely A. Landau, president, National 
Telefilm Associates: “Prices for half- 
hour programs have taken a downturn 
because the market is being flooded by 
a great quantity of product, much of 
which consists of network reruns.” 

George G. Weiss, vice president, 
Studio Films, Inc.: “Networks keep 
tying up better time periods, and sta- 
tions are buying more first-run fea- 
tures and short subjects at lower prices, 
which results in very few acceptable 
time periods on stations most desired 
by advertisers.” 

About 7 per cent of the industry 
feels that prices are pretty much the 
same this year, however. Spokesmen 


(Continued on page 118) 














the Bell System are found in all imag- 
inable types of terrain from a Nevada 
mountaintop to the roof of a New York 
skyscraper. Yet each must be accessible 
for maintenance in any season, and under 
any weather condition. 


So the Bell System builds roads which 
help insure dependable network service 
for the television industry. In bad weather, 
jeeps or specially designed snow tractors 
are needed in some locations. 





Access road to radio relay station, Rocky Point, Nevada. 


A TV CHANNEL IS PART ROAD 


The more than 500 radio relay towers of 


For a radio relay network is more in- 
volved than it might appear. It needs 
access roads... and generators for stand- 
by emergency power. And it requires a 
skilled corps of highly trained mainte- 
nance experts across the nation, always 
available when trouble occurs. 


Every Bell System relay station is a 
combination of all these many elements. 
Together they help insure the best tele- 
vision transmission it is possible to pro- 
vide across almost 70,000 channel miles. 


BELL TELEPHONE SYSTEM 


PROVIDING INTER-CITY CHANNELS FOR 


NETWORK RADIO AND TELEVISION THROUGHOUT THE COUNTRY 
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| Ry “National sales. vause of increased 
Film (Continued jeu baa 128) National sales Because of increasec 

production costs, national sales are 
| for this group feel like Robert Salk, necessary to recover the major part of 


\| RO ¢ 14 F '@) R D director of syndicated sales for Screen the initial investment. Once a series 


Gems, who notes that, while prices are _ has played network or has done a good 


/ 


\ \ 
C4 level, the quality has improved. job nationally for a client, those pro- 
Richard H. Ullman, president of the — grams are generally easier to sell ‘on 

company that bears his name, reports, — the local level.” 
“Our prices have remained about the General Teleradio’s C. R. Manby: 
same, since they were based on esti- “A greater share of business during 
mated costs with a sensible profit. I the immediate future will be done with 


believe that the trend of prices will the feature films now becoming avail- 


be higher due to higher costs.” able from the major studios. This will 
One producer, who asked not to be — tend to discourage the manufacturer 
named, sees that price changes have of new films solely for syndication and 
varied according to the size of the put a concentration on features by de- 
market: “Prices have remained steady fault.” 
in the top 50 markets and in the Hollywood Television Service’s Mr. 
smallest markets, but have increased Collins: “These are the keys to a suc- 
alel a 4233 power! slightly in medium-sized markets. Rea- _ cessful future in television — quality 
son: Many of the latter were ‘post- production, more anthologies, better 
freeze’ markets, and prices were re- writers, unusual subject matters.” 
duced until set distribution could be International News Service’s Robert 
established.” H. Reid, tv sales manager: “Stations 


— have gone through a transition period 
where the complacency of two mis- 


The last part of the questionnaire guided ideas of news production have 


asked syndicators to comment on the proved not only unsatisfactory, but 

nent | . . . . 
| areas where they expect to find their _ also inadequate for their need to satisfy 
WREX-TV most important new business. Some viewers: 1) Depending on network 
ae of their answers, again in alphabetical news shows to provide national and 
~ a order by company, follow: international coverage in their respec- 
ABC Film’s Mr. Shupert: “Unless tive areas. 2) Producing solely local 
stations and advertisers are willing to _newsfilm to back up station news pres- 

pay a fair price for top quality, first- —_ entation. 


run film programs, the most important . 
len : rm 4 Interest in Newsfilm 

area of future new business will be sell- 

ing reruns of network film programs “A resurgence of interest in newsfilm 

and confining the sale of first-run _ is indicated by the number of stations 


properties to network advertisers. This today buying two or three days per 


would, in my opinion, work a great week of Telenews, which starts them on 
hardship on the local independent sta- _a library of their own, gives them an 
tion which relies on first-run, top opportunity to integrate national and 
quality film to compete with network international footage of their own 
affiliates.” choice in their locally-produced news 


CBS Film Sales’ Mr. Mahlstedt: program, and enable them to ‘show- 
“The trend today in syndicated film case’ a well blended news presentation 
is for the distributor to seek out the for ultimate across-the-board sponsor- 
national advertiser. The advantages ship. 






for both are numerous. The syndica- “Too many experts have believed in 
tor is able to reduce selling costs, gets the theory that no station can make 
a quicker return on his investment its news programming pay, but this 
and can promote and merchandise the __ is not the case in view of the realistic | 
ViVi > 4 TV show to a greater degree in other cost of newsfilm today, which can be | 
Hs media. The national advertiser, realiz- | reduced by production know-how and 
cha nn e| 13 ing more and more that the bulk of ingenious programming.” 
CBS - ABC AFFILIATIONS his business is done in top markets, NBC Television Films’ Mr. Keever: 
PER See | is now able to spend his advertising “An important area of new business 





represented by } 
H-R TELEVISION INC. 
| 





dollars in those areas where it will will come from the large advertising 









” . ° . . 
TLE Eran =| count most. agencies who are beginning to realize 


Flamingo Films’ Mr. Weintraub: (Continued on page 121) 
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You can get the Facts you want 
about the TELEVISION INDUSTRY by 
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accurate information available on 


every branch of the television industry 
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FAMILY 
ENTRANCE 






KTRK-TV leads the way to the family 
entrance of Houston’s big families — 
the families who buy more of everything 
... because KTRK-TV gives them better 
shows — better showmanship — 

better programming for all the family! 
In full family viewing time between 4 
and 8 p.m weekdays, February ARB 
for the Houston area shows KTRK-TV 
with a solid 36.1% share and programs 
like Mickey Mouse Club — Wyatt Earp 
— Disneyland — Rin Tin Tin and 
Lawrence Welk often leading competi- 
tion by as much as 2 to 1. Learn more 
about Houston’s best big family buy 
from Blair TV: 


KTRK-TV 











The Chronicle Station, Channel 13 KTR K-TV P. O. Box 12, Houston 1, Texas—ABC Basic 
HOUSTON CONSOLIDATED TELEVISION COMPANY 
General Manager, Willard E. Walbridge; Commercial Manager, Bill Bennett 
NATIONAL REPRESENTATIVES: BLAIR-TV, 150 E. 43rd St., New York 17, N. Y. 
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Wash. Memo (Cont'd from 88) 


“clean up their own houses.” 

On another front, Congress is in- 
terested in assessing radio and tv sta- 
tions fees for FCC licenses and services. 
In compliance with a Budget Bureau 
directive, the Commission proposed a 
schedule of fees two years ago, but 
action was suspended at the request 
of the Senate Interstate Commerce 
Committee. The question of charging 
fees for FCC services is now before 
this committee. The Commission has 
told Congress it does believe that the 
law, under which the Budget Bureau 
acted, was intended as a mandatory 
requirement that regulatory agencies 
be self-sustaining. 


Fee System 


NARTB has estimated that the fee 
system proposed by the Commission 
would cost the broadcasting industry 
$1.6 million a year. 

In addition to these matters, there 
is a miscellany of bills before Congress 
affecting television. One measure would 
prohibit the FCC from denying a 
license solely because the applicant is 
a newspaper publisher. Another would 
grant broadcasters immunity against 
libel suits resulting from defamatory 
statements made on the air by political 
candidates. Another would revise the 
Federal election laws to take into 
account the cost of campaigning on 
television. Another would classify any 
form of television for which a fee is 
charged as a common carrier and make 
it subject to FCC rate regulation. An- 
other would require that use of Tele- 
prompters or facial makeup by public 
officials in appearances on tv be an- 
nounced. Another would provide for 
uniform daylight saving time. Another 
would prevent FCC from authorizing 
subscription tv without public consent. 


Long Way in Ten Years 


Truly, if Congressional concern with 
an industry is an index of its impor- 
tance then television has come a long 
way in the short span of 10 years. No 
doubt, the preoccupation of the law- 
makers with the medium, the threats 
of restrictive legislation and the prob- 
ing by committees will be given high 
priority at the NARTB convention this 
month in Chicago. 
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Film (Continued from page 118) 

the effectiveness of national spot film 
As syndicated films 
continue to gain more recognition for 
their sales effectiveness, this trend to 


programming. 


national spot film will accelerate.” 

National Telefilm Assocs.’ Mr. Lan- 
dau: “Film syndicators will find im- 
portant new business in the growing 
demand of local stations for feature 
films. Local stations will need more 
feature films because national adver- 
tisers, finding network programming 
stereotyped and repetitive, are turning 
to national spots, and the individual 
stations have found that feature films 
mean high ratings.” 

Official Films’ Herman Rush, vice 
president in charge of sales: “We be- 
lieve — and recent results are proving 
— that there is an increasing and yet- 
to-be-fully tapped market for top- 
quality tv films among the nation’s 
key super markets and food producers. 
The selling effectiveness of television 
as compared to newspaper advertising 
is making an increasing impact. The 
tremendous merchandising ‘plus’ of a 
tv personality and the visual excite- 
ment of tv advertising are prime con- 
tributors to the increase of store traffic 
achieved through television.” 


Specific Advertisers 


Walter Schwimmer Co.’s president, 
Walter Schwimmer: 
future business for us will be in the 
form of half-hour and hour syndicated 
programs for specific regional and 
national advertisers who cannot do the 
job with network tv because of cost 
we will 
continue to sell stations direct on the 


or clearances. Secondarily, 
residuals of our product.” 

Screen Gems’ Mr. Salk: “Syndicators 
will find the most important areas for 
new business are among regional and 
local advertisers who are looking for 
quality film product of top network 
calibre.” 

Sterling Television Co.’s Saul J. 
Turell, president: “Increasing compe- 
tition and cost of operation should 
limit the important areas of successful 
distribution to 1) sale of top-quality 
programs on a national and regional 
basis. 2) Sale to stations on a bulk 
basis. These areas will yield the great- 
est source of revenue and at the lowest 


(Continued on page 124) 
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ACCIDENTS sPoRTS FIRES 


POLAROID ® 
LAND CAMERA 
(Pathfinder model) 








GRAY TELOP IIT 


Use of the newly improved Telop III and the famous Polaroid (picture in a 
minute) Land Camera, now offer fast, extremely low cost production and 
projection of commercials and spot news for TV stations! This combination 
opens many new, profitable markets for TV time salesmen and is particu- 
larly helpful in meeting the budget requirements of local sponsors. 


Commercials can be changed DAILY and the Polaroid photograph inserted 
in the Telop IIT for immediate projection without further preparation. 


Telop IIT projects on single optical axis, opaque cards, photographs, art 
work, transparent 3%” x 4” glass slides, strip material, and can be used 
with any TV camera including the Vidicon. The Telojector, to project 
2” x 2” transparencies, can be used with the Telop IIL. 


Telop III holds 50 slides, with either | or automatic, local or remote 
control. Write for booklet describing complete money saving features. 





Ask For Details On Rental-Purchase Plan 


SPOT NEW S 


CELEBRITIES 





CAR SALES 


RESTAURANTS 





bs RESEARCH and 


Development Company, Inc. 
| Manchester, Comm, Subsidiary of The Gray Manufacturing Co. 


fast, low cost TV commercials 
and spot news in minutes! 
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FLORISTS BEAUTY SHOFS 
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GRADE A 71 DBU 
GRADE B 56 DBU 
RURAL 49 DBU 

















STEPHENS [PAL 








EASTLAND 





COMANCHE 


CHANNEL 8 


Your NBC-ABC Station 
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Market ! 


Retail sales in two adjacent counties make Dallas- 
Fort Worth the nation’s 12th ranking metropolitan 
area. The 40 additional counties in the North Texas 
market represent the metropolis’ rich surrounding 
trade territory. 


Check These Fabulous Facts: 


Effective Buying Income $3,477,072,000 
Population (39 Texas and 3 


Oklahoma Counties) : 3 2,2 72,600 Retail Sales ° ° ° ° $2,582,192,000 
(Source: Sales Management Survey of Buying Power, May 

Oo ba aa ge hy nn 10, 1955) 
RR a re a bee 668,700 re 


From atop Texas’ tallest structure (1,521 above ground 
— 1,685’ above average terrain) WFAA-TV’s 316,000 
watt signal has put added masses with added millions 
to spend within easy reach of all advertisers! Television 
Magazine has pinpointed 42 counties under the influence 
of the Dallas-Fort Worth television market. 


A Television Service of 

The Dallas Morning News 

Ralph Nimmons, Station Manager 

Edward Petry & Co., National Representatives 
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Television 
Sketehbook 





(A Program Aid) 


Timely and practical 
working script for the pres- 
entation of songs in drama- 
tic, comic and pictorial 
fashion. ; 

The very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as pro- 
duction numbers in variety 
programs or as scene-setting 

ents. 

“lhe are dozens of ways 

in which you can adapt the 

BMI Sketchbook to advan- 

tage. 


A Monthly BMI TV Service 





BROADCAST MUSIC, INC. 


NEW YORK e CHICAGO e HOLLYWOOD 
TORONTO © MONTREAL 
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Daily Visitors 
in 490,000 Homes | 
in Western New | 
York State* | 


* Plus a bonus of 485,000 Canadian Homes | 


WGR-TV 


= 205 .Wme) 





Nat. Reps. 


PETERS, GRIFFIN, WOODWARD, INC. | 





Film (Continued from page 121) 


cost of operation.” 

Studio Films’ Mr. Weiss: “Quality 
product will have to be amortized 
primarily through sales to groups of 
national and regional advertisers, as 
it is almost impossible to break even 
or make a profit unless a substantial 
number of major markets are sold 
quickly to representative regional or 
national accounts. I do not feel there 
is currently an oversupply of good 
product.” 

Television Programs of America’s 
Michael M. Sillerman, executive vice 
president: “We at TPA believe that 
one of the most important areas of 
new syndication business will derive 
from national advertisers, for two rea- 
sons: 1) The need to match their tv 
efforts to their individual marketing 
situations, whereby such spot program 
buys and their merchandising deriva- 
tives will be used to enhance other cam- 
paigns; i.e., network shows. 2) Na- 
tional advertisers who customize mar- 
ket single program efforts. 


More Local Sponsors 
Richard H. Ullman’s Mr. Ullman: 


“With more stations and easing of 
available time, I believe that there will 
be more potential local sponsors who 
have been unable to afford television in 
the past. Our Watch the Birdie chil- 
dren’s quiz show using animated ques- 
tions is sold in two ways: Stations buy 
it to bolster up a local children’s show 
selling participations. (I have noticed 
that a large percentage of their spot 
buyers are local.) Where we have 
sold the program to a sponsor, our 
percentage of sales is far greater on 
the local level than either regional or 
national. Television results can be 
fabulous at a moderate cost for the 
smart buyer.” 

Ziv’s Mr. Rifkin: “No one single 
area is likely to be ‘most important.’ 
Rather, we’ve found a growing demand 
on the part of both national tv adver- 
tisers and regional-local clients for a 
high-quality film program product to 
use in spot-placed campaigns. We've 
also found a willingness on the part 
of film buyers to realize that quality 
has a price, and that to hack at it will 
reduce the value of the film product.” 

So stands the syndication field — 
except for one thing. And that, as 


and Alexander Korda. 
flood of features would damage sales 
of his half-hour properties, one veteran 
tv syndicator replied, “Do you think 
the rain will hurt the rhubarb?” 
It isn’t that this— or any other — 
syndicator of tv films is indifferent 
to the problem. On the contrary, he 
recognizes the full meaning of the 


noted, is the influx of an estimated 
2,000 feature-length movies from pro- 
ducers like RKO, Columbia, Warner 
Brothers, Republic, J. Arthur Rank 


threat. But facing it does not mean 
fearing it. 


And syndicators are facing 


In relation to whatever the future — 
Hollywood competition — may 
bring, many have adopted the attitude, 
“Stand firm, but not pat.” Says one, 
in paraphrase of the famous Gertrude 
Stein dictum, “a good show is a good 
show is a good show.” Then, conclud- 
ing with a somewhat more pointed 
tag line, he notes, “and it will sell.” 


Asked. if this 


the 


future squarely, surely and confidently. 








Plumbing Sales 


Television is boosting sales 
for New England.Pipe and Sup- 
ply Co., distributor for American 
Standard Products in eastern 
and northern Maine, according 
to John R. Carney, president. 
With 400 dealers in the area, the 
firm first used television in June 
1955 when they began alternate 
week sponsorship of Science 
Fiction Theatre on w-tTwo Ban- 
gor. In addition the company 
participated in the sponsorship 
of 22 live basketball games, the 
Eastern Maine championships. 

“The basketball was the smart- 
est thing we ever did,” says Mr. 
Carney. “Dealers loved it — said 
it really helped them.” Sales 
on colored bathroom fixtures, 
advertised on the syndicated 
show, are up 35 per cent. Heat- 
ing sales did not undergo the 
usual first of the year slump this 
year. New England, a former 
newspaper advertiser, now de- 
votes 90 per cent of its adver- 
tising budget to television. 





























Business (Continued from page 51) 


markets. Earle Ludgin is the agency. 
The Duncan Coffee Co. promoted its 
Maryland Club brand of instant and 
regular in 17 markets. Tracey Locke 
is the agency. 

Soaps, cleansers and polishes, tradi- 
tionally big users of spot television, 
were active in the last quarter of the 
year. No fewer than 48 new brands, 
not using tv spot the year before, were 
included in the campaigns. 

Procter & Gamble, giant spot 
spender, was in a great number of 
markets, but no new brands were in- 
troduced until after the first of the 
year. Then test campaigns were started 
in Columbus, Madison and Peoria for 
the cleanser Comet. The campaign is 
expected to be expanded shortly. Jim 
Cannon, with Compton Adv., New 
York, is the timebuyer. 


Oven Cleaner Active 


Bostwick Laboratories started a 
comprehensive campaign for Hep, an 
oven cleaner, going into 11 markets 
in the last quarter of 1955. The cam- 
paign has now been expanded to a 
number of additional markets. David 
Strauss III is the timebuyer for Ovesey 
& Straus, N. Y. 

Glamorene Inc. had become a large 
user of spot tv for its rug cleaner by 
the closing months of 1955. The com- 
pany was in 10 markets during the last 
quarter, using both minute announce- 
ments and a 15-minute demonstration 
film. This year they are continuing 
both in a wide circle of markets. 
Product Services Inc., N. Y., handles 
the account with Larry Butner the 
timebuyer. 

The Colgate-Palmolive Co. began ex- 
perimental campaigns for its new bar 
soap in Toledo, Cleveland and Youngs- 
town during the final months of 1955, 
a campaign which is being continued 
this year and may soon be expanded 
as plans for distribution are com- 
pleted. This account is handled by 
Lennen & Newell with Jeanne Jaffe as 
timebuyer. 

Lever Brothers is actively promoting 
its new liquid laundry detergent Wisk 
in St. Louis, Cleveland, Indianapolis 
and Grand Rapids. The campaign will 
be expanded as distribution is spread 
into new markets. Hope Martinez is 

(Continued on page 126) 













SKILLED HANDS 
guide your 
commercial on 


WBEN-TV 








® Television commercials represent creative 
energy expended during countless man-hours 
of hard work. 

To let the slightest element in their presentation 
go wrong is a waste of talent. time and adver- 
tising dollars. 

That is why WBEN-TV “guides your com- 
mercials” from copy checking to control-room 
shading . . . from film room to studio floor. 
And no television station in Western New York 
is better equipped for this important job. Pio- 
neer since 1948, WBEN-TV has developed 
skills and techniques to the point of perfection 
that counts most when “you’re on the air.” 
You buy “QUALITY” when you buy WBEN- 
TV — and it costs you no more. In considering 
your next TV move in the Buffalo market, con- 
sider — first — WBEN-TV. 


Your TV dollars count for more on CHANNEL 4. 


WBEN @&@ TV 


CBS NETWORK BUFFALO, N. Y. 


Harrington, Righter and Parsons, Inc., 
New York, Chicago, San Francisce 


WBEN-TV 
Representative 


WBEN-TV DELIVERS 


Western New York is the 
second richest mark.t in 
America’s richest Sta.e. And 
— WBEN - TV delivers this 
market as does no other 
television station. 
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Business (Continued from page 125) 


timebuyer for BBDO on this account. 

Lever Bros. is speeding up its cam- 
paign for Dove as the product gets 
national distribution. Ann Janowicz 
of Ogilvy, Benson & Mather is the 
timebuyer on this account. 

There are many smaller firms com- 
ing into television for the first time. 
A few of those which used tv during 
the last quarter of 1955 and which had 
not been in it the same quarter a year 
earlier are: Lan-O-Sheen in six mar- 
kets for its Lan-O-Sheen 
Turner Chemical Co. in five areas for 
its Rid Ring Cleaners, Hood Chemical 
Co. for Easy Cleaner and E-Z-Est 
Products Co. for its E-Z-Est polishes. 

A number 
cosmetics were 


cleaner, 


of new brands of 
introduced on_tele- 
vision for the first time during the 
quarter. Some 32 companies were in- 
cluded in this classification. 

One of the more successful cam- 
paigns was by the National Toilet Co. 
for Nadinola Face Cream. Roche, Wil- 
liams & Cleary Co., Chicago, is the 
agency with Charles G. Broderson the 













IN THE 


Industrial Heart 


OF AMERICA’S 


Tri-State Area 
It’s TV's 


Selling 1% million customers in 
Huntington - Ashland - Charleston 
lronton - Portsmouth. 


316,000 watts of V.H.F. power 


WHTN-TV 


BASIC ABC 


Greater Huntington Theatre Corp. 
Huntington, W.Va. Huntington 3-0185 
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timebuyer. Among other firms identi- 
fied with these brand introductions 
were Pams Products Inc. for their 
Pams shampoo goggles, Melrose Hand 
Cream Co. for their hand cream and 
Rilling-Dermetics Co. for Oramist. 

Revlon, a tv user, is considering the 
proposal by their agency, Emil Mogul 
Co., New York, to spot test Aqua 
Marine. Elaine Schachne will be the 
timebuyer if the test is approved. 
Noxema Chemical Co. is using tv for 
a limited test on its Noxema Instant 
Shaving lather. If the test succeeds, 
the campaign will be expanded. Roger 
Bumstead of David J. Majoney is the 
timebuyer. 


Perfume Trade Group 


the trade 
bureau of perfume manufacturers, is 
testing film ID’s and 20’s with plans 
for an expanding campaign. Richard 
C. Pickett is the timebuyer for Foote, 
Cone & Belding, N. Y. 

The drug field put 35 new brands 


on television toward the end of last 


Fragrance Foundation, 


year. One of the most important was 
Harold F. Richie Inc. which was in 
32 markets 
While the company had used television 


for its Scotts Emulsion. 


hair 
creams, the expansion to the drug 
product was new. Anahist Co., an- 
other big television advertiser for many 


advertising previously for its 


of its brands, used television for its 
nasal spray in a fall campaign. 

Sterling Drug Inc., heavy user of tv 
spots, recently started a 26-week cam- 
paign of nighttime minutes in 25 
major markets for Double Danderine. 
This is the first time in television for 
this product. Placements are being 
handled by Robert W. Hall, timebuyer 
with Thompson-Kock Co., N. Y. 

Pharma-Craft Corp. has just in- 
troduced Coldene, a cold and cough 
medicine, in Chicago, Detroit and 
Milwaukee, and the company is con- 
sidering expansion. Ed Fitzgerald, J. 
Walter Thompson, Chicago, is the 
timebuyer. 

U. S. Summit Corp. has tested its 
Byvirol, a cherry-flavored liquid in- 
tended to renew children’s flagging 
appetites and plans to expand into 
other markets. Mel Rubin, Shaller- 
Rubin Co., N. Y., handles the account. 

Television will be used by Kasdenol 
Corp. for its new mouth wash of the 
same name. Leo Greenland is the 


timebuyer for Diener & Dorskind, N. Y. 
More than 30 new furniture and 
home equipment advertisers were using 
spot tv in October, November and 
December 1955, although they had not 
been using it a year earlier. Most of 
these were larger furniture retailers 
serving more than one market and 
smaller manufacturers of furniture 
and household equipment. 
Seventeen regional and 


and. distributors of 


national 
manufacturers 
clothing used television for the first 
time in the fourth quarter. E-Z Mills 
Inc., New York, was on 18 stations 
spread from New York to California 
for its line of children’s clothing. 

Shirtcraft Co. was so successful with 
its television in nine widely scattered 
markets that it is considering another 
campaign this spring. Ed Ratner with 
Friend, Reiss Adv., N. Y. is the time- 
buyer. 

International Latex Co. has tested tv 
for its Playtex gloves and is planning 
expansion into many of its other 
products. Schedules have been placed 
on WCBS-TvV and waBc-Tv New York 
and other stations are being contacted. 
Arthur Pardoll, Foote, Cone & Belding, 
is the timebuyer. 

Other clothing firms using tv which 
had not used it the year before include 
Western Style Clothing for Saddle 
King jeans, Phillips-Jones Corp. for 
Van Heusen shirts and Oshkosh 
B’Gosh, 


same name. 


Inc. for its overalls of the 


Hosiery Makers Try Tv 


Several hosiery manufacturers tried 
While not in the actual 
manufacture of hosiery, Deering Milli- 
ken & Co., fabric maker, has found 


television the answer to its problem of 


television. 


interesting hosiery makers in its 3-way 
stretch fabric, Agilon. In the fall the 
company used spot television in 26 
markets and another campaign hit the 
airwaves before Christmas. A_pre- 
Easter campaign was used and plans 
are underway to use tv for other 
products. Robert account 
executive for the firm at Amos Parrish 
& Co., N. Y. 

A number of shoe companies tried 
spot television for the first time during 
the last three months of 1955. 

Household equipment and supply 
firms added 33 new brands to their 


Rowe is 











television advertised products during 
the last quarter of 1955. This rather 
broad category includes test campaigns 
by the Aluminum Co. of America for 

its Alcoa Wrap, a campaign which has Hi A N D l N G L O V =. 
been expanded since the first of the 


year into more than 30 markets. Wil- 
liam B. Kroske is the timebuyer for 


the agency, Ketchum, MacLeod & t 
a expanding campaign is that tO Ws your Sa lec in Detroit! 


on Fire Chief, Marlowe Chemical Co.’s 
home extinguisher, which was launched 
in New York and now is going into 
additional markets. Jack B. Peters, 
vice president and media director at 
Kastor, Farrell, Chesley & Clifford, 
N. Y., is in charge. 





Paper Product Maker 


Crown-Zellerbach Corp., west coast 
paper product producer, began spot 
advertising on several products toward 
the end of 1955, including its Zee 
tissue and paper napkins. This trend 
is continuing. Mary Ferriter is time- 
buyer. The agency is Brisacher, 
Wheeler & Staff, San Francisco. 

International Cellucotton is using tv 
spot for its Delsey tissues in a new 
campaign in around 25 markets. The 
drive is expected to run through 1956. 
Gwen Dargle is the timebuyer with 





Here's a doubly dynamic selling opportunity in the nation’s booming 


Foote, Cone & Belding, Chicago. Fifth Market. Detroit’s most talked-about local afternoon program and 
Other advertisers who began use of NBC’s great daytime feature are scheduled back to back—two solid 

tv spot advertising during the last part hours of fine entertainment for people who really have money to spend. 

of 1955 included Aluminum Goods 

Mfg. Co. for its Mirro-matic Kitchen “Hour of Shows” presents two outstanding film productions daily, hand- 

Ware, Kromex Aluminum for its line some John Connolly, M.C.—plus triple exposure for your product. 


of utensils, Whitehouse Co. for its door 
chimes and Scofill Mfg. Co. for its 
Hamilton Beach Blender. 

Fourteen wine brands were using 


t for the first time in th 
: ce nae se =o oe Availabilities in “Hour of Shows” and "Matinee Theater” are ready and 
quarter of 1955. 


The Wine Advisory Board has been waiting at your nearest Peters, Griffin, Woodward, Inc., office. Phone, 


"Matinee Theater” featuring John Conte is, of course, the big news in 
network afternoon programming for adults. Its record speaks for itself. 


a heavy tv user since going into the wire or write today. 
medium last fall in 10 widely scattered 
markets. Currently the board is run- 


ning schedules of minutes and 20's, s 
mostly in evening time, in stations 
across the country. Edith Curtiss of You Sell More on channel 


Roy S. Durstine, San Francisco, is the 
timebuyer. 
United Vintners, Inc. has used tv 


Asseciate AM-FM Station WWI 











‘ - ‘ i Now serving 
successfully for its Italian Swiss FIRST IN MICHIGAN © Owned ond Operoted by THE DETROIT NEWS i 1,610,000 TV Sets 
Colony Wine, and Pommerelle Co. is © Netional Representatives: PETERS, GRIFFIN, WOODWARD, INC. ; 6,370,000 People 
in several markets. 





Some 30 breweries which had not 
used spot earlier were advertising as 
(Continued on page 128) 
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Crescent Sam 
had the drop on 
him — briefly 


te a she-wolf from Bitter Creek and 
it’s my night to howl!” 

Crescent Sam stepped into the kerosene 
glow of the biggest saloon in Perry, Okla- 
homa, and fired one of his six-guns into 
the air. 

Suddenly, he spotted the stern-faced 
peace officer you see here. He aimed and 
pulled. 

The next second, he lay dead. Crescent 
Sam, thief and killer, had made the fatal 
mistake of trying to outshoot Bill 
Tilghman. 

Tilghman who once said, “I never shot 
at a man in my life and missed him,” was 
no legendary gun fighter. He was the 
genuine article, a fearless, honest frontier 
marshal described by the San Francisco 
Examiner as “the best peace officer the 
West ever knew.” 

His hardy pioneering spirit and resolute 
courage are a legacy today’s 160 million 
Americans are very proud to share. And 
when you consider that those Americans 
are the people who stand solidly behind 
U. S. Savings Bonds, it’s easy to see why 
these Bonds are regarded as one of the 
world’s finest investments. 

Why not guard your security the safe 
way that helps your country. Invest in— 


and hold—U. S. Series E Savings Bonds. 
* - + 


It’s actually easy to save money —when you 
buy United States Series E Savings Bonds 
through the automatic Payroll Savings Plan 
where you work! You just sign an application 
at your pay office; after that your saving is 
done for you. And the Bonds you receive will 
pay you interest at the rate of 3% per year, 
compounded semiannually, for as long as 19 
years and 8 months! Sign up today! 


Safe as America— U.S. Savings Bonds 
The U. S. Government does not pay for 
this advertisement. It is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 
Publishers of America. 


128 April 1956, Television Age 





! 
| 
} 


Bu Sl TUESS (Continued from page 127) 


the year ended. Success of the larger 
companies with tv influenced the de- 
cision of most. Anheuser-Busch, a 
long-time tv user, picked the medium 
to introduce its new Busch Bavarian 
in a few selected markets. Frank L. 
Chipperfield, Gardner Advertising, St. 
Louis, was the contact on the account. 

The 1955 Christmas 
more toy advertising on spot television 
than ever before. No fewer than 50 


new brands were advertised which had 


season saw 


never used the medium. 

Arranbee Doll Co., Inc. was in eight 
markets for its line of R&B dolls; 
Torring Co. advertised its Columbia 
bicycles on 14 stations, and the Toy 
Manufacturers of the U.S.A. were in 
19 areas for their toy advertising. 

Other advertisers were Cantrell & 
Cochrane Corp., American Character 
Doll, American Metal Specialties, Dar- 
lene Enterprises and Fisher-Price Toys 
Inc. 


Popcorn Sold on Tv 


Popcorn is a natural for television 
as several companies have discovered. 
Not only is watching tv conducive to 
the eating of this confection, but 
popping it on camera makes an inter- 
esting commercial with lots of sell. 
A number of new brands have recently 
turned to regional spot in this field 
including T-N-T Food Products, Little 
Buster Popcorn Co., Purity Mills and 
H. W. Lay and Co. 

Last Christmas the candy 
found a number of new firms using 


trade 


tv who were not in it the year before. 
No fewer than 15 were in the medium 
on a spot basis for the first time. 
As might be expected, appliance 
distributors were heavy television ad- 
vertisers in the pre-Christmas season. 
It is surprising, however, that at least 
87 brought schedules that had not used 
the medium in 1954. Many of these 
firms were taking advantage of manu- 
facturer co-op deals. Active in a num- 
ber of markets were: Lone Star Gas 
Co., General Electric Supply, Hudson 
Valley Asbestos Co., Modern Appliance 
Co., Major Appliance Co., Sievert Dis- 
tributors and Southern Appliance Corp. 
No fewer than 50 brands and prod- 
ucts intended for the building supply 
trade were advertising on tv during 
the last quarter of 1955; they had not 




















































Hotel Tv 


One of the improvements being 
planned for this year by New 
York City hotels is the addition 
of more television sets, 
according to the Hotel Associa- 
Members will spend $30 
this and other im- 


While almost all 


avail- 


room 


tion. 
million on 
provements. 
hotels 
able, some in color, most report 
the demand exceeds the supply. 
The largest share of the improve- 
ment fund is expected to go for 


have tv receivers 


100 per cent air conditioning of 
those hotels not yet so equipped. 











used it a year earlier. 

Furnace and central heating manu- 
facturers were in tv for the first time 
on a major scale. While none of these 
companies used heavy television sched- 
ules, experimentation was general and 
may be expected to lead to heavier 
commitments next fall. Fence and 
garden hardware makers were also in 
tv. A number of major lumber com- 
panies used spots and, in several in- 
stances, programs. 

Twenty brands of: paint, new to tele- 
vision, went into the medium toward 
the end of 1955. Not only were manu- 
facturers represented in this group but 
distributors as well. Several manufac- 
turers encouraged their distributors to 
use tv with co-op offers. 


Shopsmith Sold on Tv 


Magna Engineering began using tv 
intensively for its line of Shopsmith 
More than 30 markets 
were used in the last quarter of 1955, 
mostly on a co-op basis. The do-it- 
yourself shop equipment placed a 15- 


power tools. 


minute film featuring Tommy Harmon 
in most markets. More television is 
expected to be used this year. William 
Millar is the timebuyer for N. W. Ayer 


& Son. 


Suppliers of farm equipment and 
other needs are more and more turn- 
ing to television with the increasing 
number of farm families equipped to 
receive their programs. 

A score of new fertilizer firms were 
advertising through spot at the end of 
the year. Giant American Cynamid’s 

















Fine Chemicals division began testing 
Acronize, a fertilizer, around the first 
of the year in Jacksonville. Pleased 
with results, they have now added 
Richmond and Memphis and expect to 
go into other markets soon. Geare- 
Marston of Philadelphia is the agency; 
Fred McCormack, the timebuyer. 

Other fertilizer firms which began 
using spot around the end of the year 
include J. R. Simplot Co., Charles 
Pfizer Co., Magna Corp. and Calunite 
Co. 

Nearly 30 seed and feed companies 
got into tv for the first time last fall 
and winter, most of them attracted by 
the successes reported by other firms 
(“Nurseries, Seed and Feed,” Tv AGE, 
March 1956). At the same time such 
farm suppliers as hatcheries, farm 
machinery suppliers, chinchilla breed- 
ers and the like began using tv in a 
number of markets. 


Public Service Firms 


Public utilities and other consumer 
service firms find tv an ideal method 
of keeping in close touch with their 
large number of customers. Twenty- 
eight new firms began using television 
during the last three months of 1955. 
Commonwealth Edison and Michigan 
Consolidated Gas were typical. 

At the same time more and more 
laundries and dry cleaners were turn- 
ing to tv as the answer to their adver- 
tising problems. 

Some 23 new-to-tv jewelry firms 
were advertising toward the end of 
the year, mostly for watches and 
jewelry items but some for various 
brands of razors and fountain pens. 
Parker Pen Co. was in 14 markets for 
its line, and Waterman was also active 
for the first time. 

More than 30 insurance companies 
and banks began using tv advertising 
during the closing months of the year. 
Typical were the Mutual Service In- 
surance Co., South Atlantic Life In- 
surance, National Guardian Life, New 
York Life Insurance and California 
Motorist Insurance, all of which were 
in two or more markets. 

While most automobile companies 
have been using spot television as well 
as network for several years, there 
have been an increasing number of 
dealer associations and auto supply 
brand advertisers using the medium 

(Continued on page 131) 


KPTV telecasts from Mount 
Hood for “Wide, Wide World” 


NATIONAL 
SALES 
HEAD- 
QUARTERS 


TOM HARKER, V. P. 
National Sales Director 
118 E. 57th Street 
New York 

Eldorado 5-7690 


BOB WOOD 

National Sales Manager 
118 E. 57th Street 

New York 

Eldorado 5.7690 


LEW JOHNSON 

Midwest TV Sales Manager 
230 N. Michigan Avenue, 
Chicago 

FRanklin 2-6498 


GAYLE V. GRUBB, V. P. 
West Coast Sales Manager 
111 Sutter Street 

San Francisco 

SUtter 1-3631 
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AT 
GREATEST 
SPEEDS 


THE 
ALL NEW 





“FILMATIC SUPER” 


16 mm film processor 





TEMPERATURE CONTROLLED 
STAINLESS STEEL CABINET 


LARGE CAPACITY FEED-IN ELEVATOR 
REMOVABLE TANKS — BUILT-IN REPLENISHING 


SUPERVISED INSTALLATION 


Positive | $6850.00 


Write for Literature 


eens MANUFACTURING CO., 


MAXIMUM SPEEDS 


REVERSAL 
100 ft. per min. 


NEGATIVE 
60 ft. per min. 


POSITIVE 
80 ft. per min. 


FULLY AUTOMATIC — DAYLITE LOADING 


REVERSAL $7750.00 


FOB Lansdale, Pa. 
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Newsfront (Cont'd from page 47) 


wnBQ Chicago so that, from April 15 
on, all local live studio telecasts would 
originate in color. When all work is 
completed — at a total estimated cost 
of $1.25 million—the station will 
have four color studios, five color 


cameras and two color film chains, 


with part of the roof of Chicago’s 
Merchandise Mart reconstructed to 
make room for the 50,000 square feet 
of operation space. Lighting facilities 
have been stepped up about 30 per cent 
over b&w needs; air conditioning, 25 
per cent, and power, too, has been 
upped. 

Official opening, timed to coincide 
with the annual NARTB convention 
in the Windy City, was scheduled to 
be carried as an insert in the New 
York originated Wide, Wide World 
show, probably at about 4:15 p.m., 
CST. RCA’s chairman Gen. David 
Sarnoff, local station executives and 
Chicago dignitaries were expected to 
participate in the inauguration. 

Noting that the “all-color” debut 
was not going to be a local spectacular, 
WNBQ spokesmen underlined the idea 
that the change to multichrome in- 





volved “no great revolution” in pro- 
| gram formats; its greatest effect will, 
| of course, be on transmission of cur- 
| rent programming. Most of the sta- 
tion’s current roster — cooking, news, 
| home-workshop, bandstand and com- 
| parable shows — will remain intact, as 
will their sponsorship. 

Advertisers in on the regular color 
schedule include the Santa Fe Railway, 
du Pont, Jewel Food Stores, Peter 
Hand Brewing, Joanna Western, 
Armour, Sears-Roebuck, Wanzer Milk, 
Commonwealth Edison, Coca Cola and 
Kresge Stores. 


e Du Pont has a new role for its 
“Elvanol” polyvinyl alcohol, a water- 
soluble, resin-like alcohol. It’s used for 
color tv. PVA, as it is called, is photo- 
sensitized, mixed with water and a 
| color phosphor to bind and print the 
| red, blue and green patterns inside the 
face of a color tv tube. Du Pont photo 
products dept., no newcomer to tv, has 
long supplied phosphors for regular 
b&w tubes. 


e Ninety-six tv and radio engineers, 
all members of the International Radio 
| Consultive Committee (a sub-group of 


(Continued on page 132) 























Business (Continued from page 129) 


during the past six months. 

One of the biggest was the Zerone 
and Zerex campaign on 110 stations. 
It featured former Notre Dame coach 
Frank Leahy with his weekly football 
prediction show placed in Class A 
time on Thursday and Friday nights. 
Ted Wallower is timebuyer for the 
account which is handled by BBDO. 

General Motors used spot tv for 
some new products. A number of tire 
makers not previously in spot tried 
the medium. 

Gasoline, oil and fuel dealers con- 
tinued to be large users of television 
spot with 33 new brands advertised at 
the end of 1955. Most of the new 
advertisers were large regional dis- 
tributors for well-known national 
brands of gas and oil. 

Suppliers of business and industrial 
equipment are turning more and more 
to television as a means of reaching 
their customers. Sixteen of these com- 
panies were in tv the last quarter of 
1955 for the first time. 

Remington Rand reinforced its net- 
work lineup with spot advertising. 
Sponsoring What's My Line on CBS- 
TV and Caesar’s Hour over NBC-TV, 
Remington executives decided to rein- 
force those major markets where only 
one show appeared with a half-hour 
film series. Eight markets were show- 
ing the film as the year ended. Warren 
Bahr is timebuyer for Young & Rubi- 
cam, N. Y. 

Other suppliers using tv for the 
first time included Magna Engineering 
Corp. for its power tools, Easy Add 
Co. for adding machines, Owens-Illi- 
nois Glass Co. for its Vapex closures, 
Casco Products Corp. for its line of 
glues and John Oster Mfg. Co. for its 
tools. 

Nearly 30 new television accounts 
came from steamship, railway and bus 
lines, hotels and resorts. Among the 
new advertisers in this classification 
at the year’s end were the Chicago, 
Milwaukee, St. Paul & Pacific Railway; 
New York, New Haven & Hartford, 
and the New York Central; the Bra- 
zilian International Air Line, Luft- 
hanse Air Lines, North Central Air- 


lines and Trans-World Airlines; the 
Hamburg-Bremen S.S. Agency, Furness 
Bermuda S.S. Line and the Home Lines 
Agency and several others. 
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% CBS REPORT TO FCC, DEC. 1955 


re: ‘100 Largest Television Markets 
(Larger than Omaha, Denver, 
Oklahoma City, San Diego) 
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Ps. 


@ More top rated quarter hours from sign 
on to sign off than stations B and C 
combined. 


















@ More than twice the number of the most 
popular quarter-hours from 6:00 to 10:30 
p.m. than stations B and C combined. 


SOURCE: ARB, FEB. 1956 
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the International Telecommunication 




























Union), were in New York to see a 
demonstration of the American color 
tv system. Representing some 22 dif- 
ferent foreign nations, the engineers 
saw color tv in special display rooms 
set up at the United Nations, later 
heard American spokesmen explain 
the system. 

The delegates, in the United States 
at the invitation of the Department of 
State, were also slated to attend the 
IRE sessions in New York, see pro- 
duction methods and techniques at 
such companies as CBS-Columbia, 
Emerson, General Electric, Philco, 
RCA and Westinghouse. Subsequently, 
they will see comparable displays of 
national tv systems in Paris, London 


and The Hague. 


Evidently enthusiastic about Ameri- 
can color television, the delegates heard 
FCC chairman George C. McCon- 
naughey observe, “The foundation has 
been laid. It now remains for patience, 
confidence and skill of the industry to 
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FREE 
INFORMATIVE 
BOOKLET... 








Shows you how to reduce print costs 
and get superior performance and 
protection for your film. 


Rapid Film Technique’s guaranteed 
RAPIDWELD process restores used, 
worn film . . . removes scratches. 
RAPIDTREAT protects new film 
indefinitely. 


Add hundreds of showings to any 
film! Cut costs drastically! 


WRITE FOR THIS FREE BOOKLET ON FILM CARE TODAY! 


Bs opia FILM TECHNIQUE, INC. 


37-02H 27th St., Long Island City, N.Y.+ $1 6-4601 
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DON G. MITCHELL 
Sylvania color sets 


develop a color television service on 
this foundation.” 

In his welcoming speech, Thorsten 
V. Kalijarvi, deputy assistant secretary 
of state, noted, “The exchange of 
technical knowledge in the field of 
television is inevitably linked to the 
spread of uncensored dissemination of 
new ideas, knowledge and experience 
of all sorts.” 

e First large-scale public demonstra- 
tion of color in New England was held 
at The Boston Post’s four-day “Magic 
Living” home show. wsz-Tv Boston 
put in a color coax, fed in hourly 
colored films to receivers representing 
major color producers. 


WONDERS ON DISPLAY. Some 12,- 
000 people plowed through New York’s 
most crippling storm of the year, a rag- 
ing blizzard, to wind their way to the 
busy Waldorf-Astoria, the Belmont 
Plaza just behind it and the Kings- 
bridge Armory in the Bronx. Their 
pilgrimages were not without point or 
purpose, however, for they were about 
to get word of startling scientific de- 
velopments — from a portable tv sys- 
tem that one man can carry on his 
back to a man-made satellite, devised 
to circle in an orbit 200 to 300 miles 
above earth. 

The scene of all this was the four- 
day convention of the Institute of 
Radio Engineers. Delegates heard 
more than 275 technical papers deliv- 
ered at some 55 separate meetings, vis- 
ited over 700 exhibits of the latest 
electronic apparatus and _ techniques. 
Even for those who could go home to 


LEE RUWITCH 
Color movies, too 


electronic computers, it was, indeed, 
a heady week. 


ELECTRONIC TAPE. One of the im- 
portant sessions, in terms of its ulti- 
mate meaning to the tv industry, gave 
news of an electronic tape system for 
recording and reproducing color tv 
signals. “As formidable a task as one 
would dare to undertake,” the system 
described was developed by RCA Lab- 
oratories in Princeton, N. J. (Bing 
Crosby Enterprises has been working 
on another, comparable project.) 

The composite signal must be de- 
coded into its six fundamental parts, 
namely red, green and blue video, 
mixed high video, sync and sound. 
These signals must then be coupled 
with tape recording equipment, a proc- 
ess that was completed a couple of 
years ago. 

Since then, various refinements have 
been added. These include an improved 
servo system for maintaining constant 
equivalent tape speed (so the recorded 
version matches the original), an in- 
creased resolution by use of improved 
heads (which resolve wavelengths con- 
siderably smaller and at a considerably 
faster rate than previous magnetic re- 
corders) and a reduction in tape speed 
from 30 to 20 feet per second. As a 
result, it is now pessible to store a 
15-minute color program on a single 
reel 20 inches in diameter. Explana- 
tions of the system were delivered by 
Harry F. Olson, J. A. Zenel, A. R. 
Morgan and M. Artzt and J. G. Wood- 
ward, all of the RCA Labs. 

The Philco color tv system, known 

(Continued on page 146) 
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KEYSTONE BROADCASTING SYSTEM is a most basic buy—875 stations 
with a potential audience of 87 million people—a huge market. 


KEYSTONE offers the following advantages— 


Ame rica’ S Most Ve rsatile 1. Complete flexibility, in that you can buy the whole network or 


down to county groups, to fit your sales problems. 
° 2. Supplements television. 
Radio Networ k 3. Supplements other radio. 
4. Builds your own network to fit your own particular sales picture. 


Most important, through the use of KEYSTONE, you can bring 


your advertising in line with your sales potential. 


CHICAGO 
111 W. Washington St. 
STate 2-6303 


ik NEW YORK 
e S 0 ne 580 Fifth Avenue 
PLaza 7-1460 
LOS ANGELES 
3142 Wilshire Bivd 


Send for our new station list! 


@ TAKE YOUR © MORE FOR YOUR © ONE ORDER DOES 

CHOICE. A handful of DOLLAR. No premium THE JOB. All bookkeep 

— or complete net- cost for individualized ing and details are done 
soe 


work coverage . . . programming. Network by KEYSTONE, yet the i . 1 
minute or a full hour... coverage for less than best time and place are BROADCASTING SYSTEM, INC rgueeny :-ssioenad 
it's up to you, your needs. _ some “spot” costs. chosen for you. SAN FRANCISCO 


57 Post Street 
SUtter 1-7440 





THE vorce OF HOMETOWN AND RURAL AMERICA 


Hometown and Rural America... One of the Nation’s Richest Markets 
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TELEVISION AGE 


Report by Markets, 
April, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 


further 


information 


regarding the 


figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 

















listed. 
Totals 
Total commercial stations: 452 
Total markets: 295 
Total estimated b&w sets: 37,435,000 
Total estimated color sets: 55,460 
City Station Vht Uhft Color 
ALABAMA 
Birmingham WABT 366,400 — 
Henry P. Johnston, p. & mng. 4.: 
Charles F. Grisham, v.p. & c.m. 
WBRC-TV 361,000 200 
J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 
Decatur WMSL-TV 31,200 _ 
Frank Whisenant, p.; Louis C. 
Blizzard, c.m. 
Dothan WTVY 36,800 _ 
F. E. Busby, v.p. & g.m.; Jerry 
L. Williams, sls. m. 
Mobile WALA-TV_ 128,700 


Montgomery 


Mesa 
Phoenix 


Tucson 


Yuma 


WwW. O. Pape, p.; H. EK. Martin, 


exec. vV.p. 
WKRG-TV 187,500 — 
C. P. Persons, Jr., v.p. & g. m. 
WCOV-TV 78,500 25 


Hugh M. Smith, g. m. 

Morris South loc. sls. m. 

WSFA-TV 129,100 _— 

Hoyt Andres, v.p. & st. m.; Rob- 
ert Tuttle, nat. sls. superv. 


ARIZONA 


KVAR (see Phoenix) 

KOOL-TV 175,000 

Kenneth Morton, st. m. & sls. m. 

KPHO-TV_ 141,340 

Richard B. Rawls, g. m. Howard 
Stalnaker, c. m. 

KTVK 165,000 200 

Roger Van Duzer, st. m.; Burton 
B. LaDow, c.m. 

KVAR 141,480 

Dwight Harkins, m.; E. W. (Bill) 
Harvey, c. m. 

KDWI- he 

D. W. Ing 

KOPO- TV 52,458 

E. S. Mittendorf, ¢. m.; Bernie 
Perlin, sls. m. 

KVOA-TV 53,100 

Clinton D. McKinnon, p.; J. C. 


*— 


Underwood, Jr., sls. m. 
KIVA 27,103 _ 
Ray C. Smucker, g.m., Richard 


Newland, sls. m. 








City 


Set Count: 





Station Vhi Unf Color 





Kl Dorado 


Fort Smith 


Little Roek 


Pine Bluf 


Texarkana 


Bakersfield 


Chico 


Eureka 


Les Angeles 


Sacramento 


Salinas 


San Diego 


T*4uana, Mex. 


San Francisco 


San Jose 


San Luis 
Obispo 


Barbara 


ARKANSAS 
KRBB 40,000 
Wm. M. Bigley, g. m.; James Ren- 
ney, sis. m. 
KFSA-TV 36,604 
Millman Rochester, g. m.; Roland 
Hundley, sls. m. 
KARK-TV 152,349 35 
T. K. ey v.p. & g. m.; Lee 
Bryant, 

KATV Ry "Pine Bluff) 

KTHV 136,083 

B. G, Robertson, ¢. m.; Wm. V. 
Hutt, c.m. 

KATV 118,694 

John H. Fugate, g¢. 
Holmes, nat. sls. m. 

KCMC-TV (see Texarkana, Tex.) 


m.; Ben 


CALIFORNIA 


=_, Tv 98,000 
H. Constant, v.p. & g.m. 

‘KERO- TV 200,000 125 

Gene DeYoung, p. & g. m.; Ed 
Urner, v.p. & nat. sls. m. 

KHSL-TV 66,660 

M. F. Woodling, st. m.; Justin A. 
Pero, sls m. 

KIEM-TV 30,000 _ 

William 8B. Smullin, p.; Donald 
H. Telford, st. m. 

KJEO 173,000 200 

Joseph Drilling, bus. m.; W. O. 


Edholm, c.m. 

KMJ-TV 170,000 200 

Perry Nelson, st. m.; Wilson Le:- 
ler, sls. m. 

KFRE-TV—(12) June ’56 

KABC-TYV 2,368,464 
an, 

els. m. 

KCOP #2 368,464 

Jack Heintz, v.p. & g. m. Amos 
Baron, sls. m. 

KHJ-TV 2,368,464 2,056 

John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sls. m. 

KNXT 2,368,464 

James 
Ro 


KRCA 

Thomas C. — st. m.; James 
Parks, sls. 

KTLA 2 "368, 464 

Klaus Landsberg, g. m.; 
Mohr, sls. m. 

KTTV 2,368,464 

Richard A. Moore, p. & 
John R. Vrba, v.p. che. 

KBET-TV 397,600 

John H. Schacht, v.p. & 
George J. Kapel, sls. m. 

KCCC-TV 210,000 

Ashley L. Robison, ex. v. p.; 
J. Richards. v. p. chge. =, 

KCRA-TV 356,840 

Ewing C. Kelly, p. & g. m. - 
M. Devaney, sls. & st. m. 

KSBW-TV_ 110,879 

John C. Cohan, g. m.; Graham i. 
Moore, sis. m. 

KFMB-TV 407,092 e 

George Whitney, g. m.; Bill Fox, 
nat. sls. m. 

KFSD-TV 407,000 

William E. Goetze, 
Grill, sls. m. 

XETV 324,558 

Julian M. Kaufman, 

KGO-TV_ 1,171,690 

James H. Connolly, v.p.; David M. 


s. m.; Elton 


2,056 
Robert 


m.; 


s. 
sls. 
250 

g. 


nie 


125 


s. m.; Jay 


v. p. & &. m. 


Sacks, gen. sls. m. 
KPIX 1,180,450 920 
Philip G. Lasky, g. m.; Lou 
Simon, sls. m. 
KRON-TV 1,171,690 659 
Harold P. See, g. m.; Norman 
Louvau, sls. m. 
KSAN-TV 310,000 _ 


Norwood J. Patterson, g.m.; Bob 
Kane, nat. sls. m. 
KNTV 515,479 
Douglas D. Kahle, g. m.; 
namond, sls. m. 
KVEC-TV 100, 964 
Les Hacker, g. m. ty Darrah, c. m. 
KEY-T 227; 918 
Colin M. Selph, p.: 
Chace, rgnl. sls. m. 


Len Cin- 


Thomas C. 











City Station Vhi Uhf Color 
Stockton KOVR 1,165,825 ous 
Terry “~—* Lee, ex. vp. & 
Ss. m.; Frank G. King, ¢. sls. m. 
Tulare KVVG v = 
Bob Lee, opertns.; Ron Freeman, 
g.m. & sis. m. 
COLORADO 
Colorado KKTV 63,047 _ 
Springs James D. Russell, p. & g. m 
Robert D. Ellis, v.p. & sis.d. 
KRDO-TV 44,000 = 
Harry W. Hoth, Jr., p.. ¢. m. & 
sis. m. 
Denver KBTV 356,380 —- 
Joseph Herold, st. m.; John Henry, 
nat. sls. m. 
KLZ-TV 356,380 252 
Hugh B. Terry, p. & ¢. m.; Jack 
Tipton, ¢. sls. m. 
KOA-TV 356,380 252 
William Grant, p. & ¢. m.; Wil- 
liam F. MacCrystall, sls. m. 
KTVR 356,632 om 
Jon R. McKinley, v. p. & ¢. m.:; 
Arthur C. Stringer, nat. sls. m. 
Grand KFXJ-TV 16,873 — 
Junction Rex G. Howell, p. & g. m.; J. L. 
Robinson, tv d. & els. m. 
Montrose KREX—(10) May ’56 
Pueble KCSJ-TV 52,300 — 
Ray J. Williams, ¢. m.: Walter 
Dennis, sls. d. 
CONNECTICUT 
Bridgeport WICC-TV 72,340 a 
Philip Merryman, p. & ¢. m.; 
Manning Slater, sis. m. 
Hartford WGTH-TV 360,000 os 
John O. Downey, acting m.; George 
H. Morris, sls. m. 
New Britain WKNB-TV 375,000 500 
Peter B Kenney, v.p. & g.m.: Da- 
vid Scott, nat. sls. m. 
New Haven WNHC-TV 948,702 158 
Edward C. Obrist, m.; J. Vincent 
Callanan, els. m. 
Waterbury WATR-TV 215,400 — 
Samuel R. Elman, st. & c. m 
DELAWARE 
Wilmington WPFH 2,051,000 — 
Robert R. Nelson, st. m.; Glen 
Lau, c. m. 
DISTRICT OF COLUMBIA 
Washingvon WMAL-TV 600,000 
Frederick S. Houwink, g.m.; Neal 
J. Edwards, sis. m. 
WRC-TV 754,000 4 
Carleton D. Smith, v.p. @ ¢. m. 
Joseph Goodfellow, dir. of sla. 
WTOP-TV 704,300 175 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. d. 
WTTG 690,000 a 
Leslie G. Arries, Jr., g¢. m. & sls. m 
FLORIDA 
Daytona Beach WESH-TV—(2) Me 56 
Fort WITV 
Lauderdale Steve Zinn, st. m.; C. Edward Lit- 
tle, g.m. & g. sls. m. 
Fort Myers WINK-TV 23,500 a 
A. J. Bauer, g. m. & sls. m 
Jacksonville WdJHP-TY 98, 896 
T. S. Gilchrist, Jr., g. m. » wilara 
Fraker, sls. m. 
WMBR-TV 358,939 os 
Glenn Marshall, p.; Charles M. 
Stone, v.p. 
Miami WGBS-TV 278,869 206 
Walter Koessler, mng. d.; Dick 
Sloan, sls. m. 
witvd 358,200 400 
Lee Ruwitch, v.p. & g.m.; John 
S. Allen, v.p. chg. sls. 
Orlando WDBO-TV 160,000 40 
Harold P. Danforth, p. & g.m.; 
ee V. Carlson, sls. co-ordi- 
nato 
Panama City wsdM 31 


Pensacola 


t. 
Petersburg 


Tallahassee 
Tampa 


West Palm 
Beach 


,000 
Harry C. Babb, st. m.; Byron Hay- 
ford, sls. m. 
WEAR-TV 137,500 20 
Mel Wheeler, p. & g. m.; Milt de 
Reyna, asst. m 
WSUN-TV 205,520 
Charles L. Kelly, ¢. m.; Bernard 
L. Kobreés, sls. m 
WCTV (see Thomasville, Ga.) 
WFLA-TV 319,542 
George W. Harvey, ¢. m. : William 
B. Faber, sls. m. 


WwTivTt 301,900 500 

W. Walter Tison, v.p. & g.m 
Paul M. Jones, loc. sls. m. 

WEAT-TV 301,875 = 

Gordon R. +. g. m.; Ed J. Hen- 
nessy, sis. 

WINO-TV 301 875 

Theodore A. Eiland, g. m.; W. r 
Housner, sls. m. 


(Continued on page 136) 
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City Station Vhi Unf Color 
GEORGIA 
Albany WALB-TV 45. 
James H. Gray, p.; Tem Still- 
wagon, €. m. 
Atlanta WAGA-TV 512,900 


500 

Glenn Jackson, v.p. & mong. d.; 
John W. Collins, Jr., asst. mng. 
d. for sls. 

WLW-A 565,000 ae 

Harry LeBrun, g. m.; Guy Tiller, 
sls. m. 

WSB-TV 580,210 

John M. Outlier, Jr., ¢. m.; Mareur 
Bartlett, st. m. 

WJBF 178,501 50 

Donaid M. Kelly, Jr., v.p. & ¢.m.. 
George P. Moore, sls. m. 

WRYW-TV 169,000 

J. W. Hicks, g.m.; Lou Stratton, 
loc. sls. m. 

Whan-ty 136,959 

E. > aaioct, st. m.; Joe Wind- 


WRBL-TV 187,327 —_— 
Ridley Bell, ¢. m.; George Jenkins, 
sls 


Augusta 


Columbu- 


. m. 
WMAZ-TV 112,089 —_— 
Wilton E. Cobb, g.m.; 
Crowther, c. m 
WROM-TY 


Ed McKay, 

WSAV-TV —_ 

Harben Daniel, p. & g¢. m.; Tom 
Belcher, c. .m. 





WTUC-T\ = ..5u,584 — 
W. T. Knight. Jr. p. & g.m.: 
Ben Williams. c. m. 
Thomasville WCTV 80,000 _ 
L. Herschel Graves, g. m. 
IDAHO 
Boise KBOI-TV 61,675 —_ 
Westerman Whillock, p. & g. m.; 
Earl Glade, Jr., st. m. & c. m. 
KIDO-TV 52,500 
Walter E. Wagstaff, v.p. & g. m.: 
Barry Tucker, sis. m. 
Idaho Full~ KID-TV 50,694 
C. N. Layne, g. m.; Claude Cain. 
sls. m. 
New Stations 
KDWI-TV (9) Tucson, Ariz. D. W. 


Ingram, pres. 

WDMJ-Tv (6) Marquette, Mich. 
Frank J. Russell, owner, publishes 
Marquette Mining Journal (woMJ) and 
controls Iron Mountain News (wMIQ 
Iron Mountain). Weed Television 
Corp., rep. 

KSHO-TV (13) Las Vegas, Nev. Mo- 
ritz Zenoff, 100 per cent. 

wast (29) Hagaman, N. Y. Satellite 
of wrow-tv Albany. Same ownership 
as WROW-TV. 

KPic (4) Roseburg, Ore. C. H. Fish- 
er, pres. Eugene Television Inc. (KVAL- 
Tv Eugene), 50 per cent; California- 
Oregon TV Inc. (K1EM-Tv Eureka, Cal. 
& KBEs-TV Medford) , 50 per cent. Wil- 
liam B. Smullin, v.p. & treas.; Harvey 
Benson, sec. George P. Hollingbery 
Co., rep. 

wRva-Tv (12) Richmond, Va. Affili- 
ate: CBS. C. T. Lucy, pres. Larus & 
Brother Co., Inc., 60 per cent; Neigh- 
borhood Theatres, Inc., 14.32 per cent; 
44 others, none owning over 2 per cent. 
William T. Reed, Jr., v.p.; Barron How- 
ard, v.p. & gen. mgr.; Morton G. Thal- 
himer, v.p.; Robert T. Barton, Jr., sec.- 
treas. Harrington, Righter & Parsons, 
Inc., rep. 
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City Statior Vhti Unt Color 
Lewiston KLEW-TV 20,000 
Charles R. White, g.m.; Willard 
“Pete"’ Thomas, sls. m. 
Twin Falls KLIX-TV 16,300 — 
Frank C. McIntyre, v.p. & g.m.; 
Joe Gibney, tv sls. m. 
ILLINOIS 
Bleemington WBLN-TV 50,000 — 
Worth S. Rough, p., ¢.m. & sls. 
Champeaiga WciA 336,235 ae 
August C. =e p.; Guy Main, 
v.p. & sis. d 
Chicago WBBM-TV 2,323,200 1,000 
H. Leslie = > & & ¢. m.; 
WBKB 2:393,200 — 
Sterling C. . VD. 
WGN-TV 2,300,000 
Frank P. Schreiber, v.p. & ¢. m. 
Theodore Weber. sis. d. 
WNBQ 2,287,000 1,500 
Jules Herbuveaux, v.p. & ¢. m.; 
John M. Keys, sls. x Sa 
Danville WDAN-TV — 
Max Shaffer, st. m.; Ss cb. Bek- 
— els. d. 
Decatur wt 135,000 _ 
w. i. "iicteteniine, p., &. m. & als. 
Harrisburg WSIL-TV 34,692 _ 
O. L. Turner, st. m. 
Peoria WEEK-TV 244,420 1,137 
Fred C. Mueller, ¢. m.; William 
J. Flynn, c. m. 
WTVH-TV 165,000 1,000 
Henry P. Slane, p.; Harold V. 
Phillips, sls. m. 
Quincey KHQA-TV 149,060 19 
Walter Rothschild, g.m.; Paul Mil- 
len, sls. m. 
WGEM-TV 150,000 — 
Joe Bonansinga, ¢. m.; James E. 
Mui m. 
Rockford WREX-TV 272,695 150 
Joe Baisch, g.m.; Al Bilardello. 
loc. sls. m 
WwTvo 116,000 — 
Harold c-e-% gm.; Edward 
Ruppe, sls. 
Rock Island WHBF-TV 273, 450 100 
Leslie C. Johnson, v.p. & g. m.; 
Maurice Corken, asst. ¢. m. & 
als. d. 
Sprinefield wics 115,500 —_ 
Milton D. Friedland, g. m.; War- 
ren King, loc. c. m. 
INDIANA 
Anderson WCBC-TV—(61) May ’56 
Bloomington WTTV 684,201 — 
Robert Lemon, ¢. m.; Norman 
Cisena, asst. m. & . a. 
Elkhart WSJV-TV 215,814 — 
John F. Dille, Jr.. p.; Paul C. 
Brines, g. m. 
Evansville WFIE-TV 126,088 ae 
Ted Nelson, g. m.; Robert Dean, 
sls. m. 
" Ky 
Fort Wayne WKJIG-TV 144,230 50 
Edward G. Thoms. v.p. & ¢. m 
Carleton B. Evans, ¢. m 
-T (see Waterleo) 
Indianapelis WFBM-TV 660,000 1,500 
William F. Kiley, ¢. m.; Don 
Menke, c. m. 
WISH-TV 660,000 600 
Robert B. McConnell, v.p. & g.m.; 
George W. Diefenderfer, d. nat. 
sis. serv. 
Lafayette WFAM-TV 115,450 100 
O. E. Richardson, p.; Henry Ro- 
senthal, asst. m. 
Manele TV 107,250 20 
W. F. Oraig, v.p. 
South Bend WNDU-TV 176,700 = 


Terre Haute 


Waterloo 


Cedar Rapids 


Davenport 


Bernard C. Barth, v.p. & g. 
ee Thomas Hamilton, = 


WSBT-TV 181,953 100 

Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 

WTHI-TV 191,760 

J. M. Higgins, ¢. m.: 
Foulkes, nat. sls. m. 

WIN-T 139,625 *— 


30 
George A. 


Ben B. Baylor, Jr.. v.p. & g. m.: 

Robert C. Currie, Jr.. prog. m. 
IOWA 

WOL-TV 325,000 —_— 


Richard B. Hull, g. m.; Robert C. 
Muthall, opertns. m. 
KCRG-TV 312,759 — 
Joseph F. Hladky, Jr., exec. v.p.: 
W. E. McClenahan. sls. m. 
WMT-TV 323,605 150 
William B Quarton, v.p. & g. m.; 
Van Nostrand, ¢. sis. m. 
woc-TV 307.050 —_ 
Ernest 


C. Sanders, resident m.: 
Mark Wodlinger, resident sls. m. 


City 


Station Vht Unf Color 





Des Moines 


Fort Dedge 
Mason City 


Sioux City 


Waterloo 


Hutehinsen 
(Wiehita) 


Pitteburg 


Wichita 


Henderson 
Lexington 


Louisville 


Alexandria 


Baton Rouge 


Lafayette 


Lake Charles 


Monroe 


New Orleans 


Shreveport 


Bangor 


Poland Spring 


Portland 


KRNT-TV 203,611 ta 
Robert W. Dillon, v.p. & g. m.; 
Paul M. Elliott. c m 
WHO-TV 284,500 60 
Paul A. Loyet, v.p. & res. m 
Harold W. Fulton, sls. m. 
36,8 


KTIV 

Dietrich Dirks, p. & ¢. m.: L 
McCurnin, sis. m. 

KVTV 176,165 50 

Arthur J. Smith, res. m.; Donal 
D. Sullivan, adv. d. 


KANSAS 


KCKT-TV 144,350 — 

Les Ware, g. m.; Otis Cowan. 
ce. ™. 

KTVH 234,125 ® 

Howard 0. . <7 s. m.: B. ¥. 
Dallier, g. sls. 

KOAM-TV 151,143 _ 

R. E. Wade, g. & als. m. 

WIBW-TV 140,039 11 

Ben =e gs. m.; Hilton Hodges. 
els. 


KAKE-TV 235,620 

Martin Umaneky, ¢. m. ;_ Donivan 
D. Waldron, nat. sls. 

KARD-TV 265,430 

William J. Moyer, vp. & g.m.: 
Don Sbarra, v.p. & sls. d 

KEDD 170,935 — 

Jack Todd, g. m. & sls. m.; Nevin 
McCord, oprtns. m. 


KENTUCKY 


WEHT 92,859 

Cecil M. Sansbury, ¢.m.; Charles 
C. Palmisano, sls. m. 

WLEX-TV ——+t _ 


WAVE-TV 506,966 100 

Nathan Lon, v.p. & g. m.; Ralph 
Jackson, ¢. m. 

WHAS-TV ——+t — 

Vietor A. Sholis, d.; Albert J. 
Gillen, sls. d. 


LOUISIANA 


KALB-TV_ 110,500 
Willard L. Cobb, ¢. m.; 


WAFB-TV 82,000 — 
Tom E. Gibbens, 7 & ¢. m.: 
Ron Litteral, sls. 
WBRZ 171 590 — 
J. Roy Dabadie, g. m.; Guy Corley. 
sls. m. 
KLFY-TV 71,000 
James W. Lucas, g. m.; 
E. Zimmerman, sls. m. 
KPLC-TV 66,781 — 
David Wilson, g. m.; Pelham Mills. 
Jr., c. & opertns. m. 
KTAG-TV 62,167 —_ 
William F. Hession, ¢. m.: 
Harper Clarke, asst. m. & sls. m 
KNOE-TV 286,300 55 
Paul H. Goldman, v.p. & g. m.. 
Jack Ansell, Jr., tv sls. & prom 
d 


Marvin 


Sterling 


WDSU-TV 384,636 400 
Robert D. Swezey, ex. v.p. & 
g. m.; A. Louis Read, v.p. & 


ce. m. 
WIMR-TV 131,711 121 
George A. Mayoral, exec. v.p. & 
gs. m.; Paul Beville, sls. m. 
KSLA 166,600 25 
Winston B. Linam, st. m.; Deane 
R. Flett, sls. m. 
KTBS-TV 199,710 200 
Patrick J. White, tv st. m.: Marie 
Gifford, ¢c. m. 


MAINE 


WABL-TV 98,650 

Leon P. German, Jr., g. m.; Mil 
ton Chapman, loc. sis. m. 

Ww-TWO 96,490 os 

Murray Carpenter, p. & trear.. 
Rudolph Marcoux, bus. m. 

WMTW 2TZ,923 _ 

John H. Norton, Jr.. v.p. & g. m.: 
Paul Tiemer, sls. m. 

WCSH-TV 190,200 100 

William H. Rines, mng. d.; Jack 
S. Atwood. st. m. 

WGAN-TV 185,000 100 

Creighton E. Gatchell, v.p. & 
sg. m.: Richard E. Bates. sls. m. 
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City Station Vhi Uhf Color City Station vVhi Unf Color 
MARYLAND MISSOURI 
Baltimore WAAM 655,778 = Cape KFVS-TV 154,000 Sans 
Ken Carter, g. m.; Armand Grant, Girardeau Robert O. — m. of tv.: Jack 
wittdyoneve. 650 | Columbia KOMU-TV 91,858 — 
Leslie z yeese, Jr.. v. p. & st. a en g. m.; John O. 
m.; illis Freiert, sls. m. . —w- 
WMAR-TV 618,063 116 Hannibal Pe (see Quincy, Tl.) 
E, ,-%. ve te. & d.; Ernest A. Jefferson City | ety ge ces eee — 

Salisbury waocty 54,310 — well, sls.m. 

John W. Downing, p.; Charles J. Joplin KSWM-TV 112,750 ; 12 
Truitt, v.p., g. m. & nat. sls. m. <a> 3. Seemann. p.; D. T. 
Kansas City = KCMO-TV 519,595 231 

nr penne E. K. Hartenbower, ¢. m.; 8. B 

Adams WMGT 175,886 —_ Tremble. c. m 

(Pittsfield) William P. Geary, g.m.; Allen TV 7 494,323 110 
Bonney, sls.m. 
Boston whe Th i sonont es a hy ATES 
F. ‘. Tooke, g.m.; C. H. Masse, WDAF-TV 491,323 ‘124 
sls. m. ° 
WNAC-TV 1,376,359 . pe og st. m.; E. Manne 
Norman Knight, ex. v.p. & ¢. m.: . = 
Kirksville KTVO 168,392 a 
ne SER, Se. ane. Berg Allison, st. m.: Charles Fel- 
. lers, sls. m. 
Springfield WHYN-TV 200,000 Josep FEQ. 7 — 
Charles N. DeRose, g. m.; Patrick ™ ? don .. “ine.199 . m2 & 
we ee ec. a os Wayne Beavers, c. m 
‘ . St. Leuis KSD-TV 873,766 65 
William L. Putnam, g. m.; James M. Burbach, ¢. m.: Guy 
H. Ferguson, Jr., sls. m. E Yeldell, de. &. 
K 414,464 — 
MICHIGAN Paul E. Peltason, p.; Jack Schain- 

Ann Arbor WPAG-TV 31,000 —_ | blatt, g. m. 

Edward F. Baughn, v. p. & g.m,:; | KWK-TV —_ 

Kenneth MacDonald, sls. m. T. Convey, p. & &. m.; 

Bay City WNEM-TV 312,555 Ss | Vv. E. Carm' vp. & sls. d. 
0. W. Myers, v.p.&¢.m.: John J. | sedalia KDRO-TV 57 _ 

Keenan, sls. m. H. W. Brandes, ¢. m.; Jimmy 

Cadillac wwtv 333,576 — Glenn, els. m. 

David F. Milligan, g. m.; Gene Springfield KTTS-TV 87,774 12 
Ellerman, sis. m. G. Pearson Ward, v.p. & ¢. m. 
Detroit CKLW-TV 1,568,000 KYTV 103, = 
J. Ly Campeau, p. & g.m.; Charles | R. L. Stufflebam, co-mgr. & c. 
Gunn, sis. m. + Carl mgr. 
W4BK-TV 1,590,400 700 -— rae. 
Bill Michaels, v. p. & ¢. m.: Mau- 
rice MacMurray, nat. sls. m. or 
WW4-TV 1,610,000 600 Billings KOOK-TV 27,500 _ 
Edwin K. Wheeler, zg. m.: Don Vv. V. “Bud” Clark, ¢. m.; John 
DeGroot, asst. g. m. H. Conner, c. m. 
WXYZ.-TV 1,568,000 - Butte KXLF-TV —" — 
James G. Riddell, p. & g. m.; John E. - Craney, p.;: Jim Manning, 
F. Pival. v.p. chge. tv. &. 
Flint WJRT—(12) May °56 Great Falls KFBB-TV 26,700 
Grand Kupid~ WOOD-TV 586,604 150 J. P. Wilkins, g. m.: W. C. Blanch- 
Willard Schroeder. g. m.; Arthur ette, st. m. & c.m. 
M. Swift. cen. sla. m Missoula KGV0O-TV 24,200 — 
Kalamasan WFEZO-TV 599,060 J. Mosby, p. & m.; Hugh 
Carl E. Lee. v.p. & mong. d.: Bader, loc. sls. m. 
Donald W. DeSmit, sls. m. 
Lansing WJIM-TV 438,100 120 NEBRASKA 
Harold F. Gross, p. & ¢. m.; How- Hastings KHAS-TV 70,110 i 
2rd Finch, v.p. Duane L. Watts, ¢. m.; Harry 
WTOM-TV 67,100 _ Packard. si 
L. G. Christian, g. m.; Leonard P. Hayes Center KEPLTV  ———- ne 

Marquette one oe. m. nod F. Wayne Brewster, p. (Satellite 

7 Jerome Sill, p. | of KHOL-TV. Holdrege). 

Sarinaw WKNX-TV 160,000 = .25 Holdrege KHOL-TV 89,631 18 

Howard H. Wolfe, st. m.; Robert (Kearney) ~e a. st. m. George B. 
M. Chandler. c. m. KOLNCTV “251.600 | 
Traverse (tty WPBN-TV 54,403 — | Lincoln bey of yy a a 
John Anderson. st. m.: R. E. Det- | ym als Aug omnes 
ae, ©... Omaha KMTV | 362,452 800 
ESOT. Owen Saddler, ex. v.p. & ¢. m.: 
cose A A Swisher, g. sls. m 
Austin KMMT-TV 54,515 _ wow-TV 351,796 1 
Gene Loffler, m.; Don E. Inman Frank P. Fogarty. v.p. & c. m 
sls. d. Fred Ebener, sis. m. 

Duluth KDAL-TV 120,000 -\leaane a a 
(Superior, Dalton Le Masurier, ¢. m.; Odin William C. Grove, g. u.; C. P. 
Wise.) S. Ramsland, sls. m. Cahill, ¢. m. ( em of KFBC- 

WDSM-TV 127,800 — | TV Cheyenne, Wyo.) 
ag A. Quick, vp. & cm: | 
omas Gavin, ¢g. sls. m. | NEVADA 
Minneapolis- KEYVD-TV _— 
St. Paul Robert M. Purcell, mng. d.; Lee Henderson ag — a 
Whiting, v.p. & c. m. ib oe g. m. alter n- 
KSTP-TV 615,000 200 Las V KLAS-TV m 28,600 <j 
gm RY Rosene, gen a vin Marian Y. Komar, g. m. & nat. 
wcco-TV iin “400 | sls m.; Alex Gold, loc. sls. m. 
F. by Konynenburg, exec. v.p. & KSHO-TV — 
; Robert kstrum, sis. m. Keno KZTV 21,750 
WION-TV 600.000 _ Harry Huey, ¢. m.; William Stiles, 
Miller C. Robertson, v. p. & ¢. m.: ec. & oper. m. 
David Cole, sls. m. 
Rochester KROC-TV 117,000 55 NEW HAMPSHIRE 
Williard Lampman, st. m.; Gerald Manchester WMUR-TV 1,357,600 _ 
A. Regnier, prom. pub. rel. d. Norman A. Gittleson, ex. v.p. & 
g-m.; Gordon E. Moere, sls. m. 
MISSISSIPPI Mt. Washing- WMTW (See Poland Spring, Me.) 

Columbus wCBLTy (4) June °56 ton 
attiesburg WDAM-TV—(9) May 1, '56 } 

Jackson WaTV 147,000 me sERSEY 

Owens F. Alexander, m.; Bill Car- | Newark 4,730,000 _ 
lier, sls. m. (New York) a Rosenhaus, p. & ¢. m.: 

WLBT 155,000 55 William Crawford, sls. d. 

Fred Beard, m.; Frank Gentry. 
cm. } NEW MEXICO 

te ion Swe 10 | Albuquerque KGGM-TV 70,732 
ae F. Ay DP. > we m.; BR. Hebenstreit, p. & g. m 
am B. Crooks, v.p. am. | A. 3. ; 
Tupelo Wwtwyv Beanie SED = Dusty Rhoads, c. m. 


Frank K. Spain. p. 


(Continued on page 138) 





WANT 
ADDITIONAL 


REVENUE? 





Can you use $10,000 (or more)? 


You can have it — in 90 days — 
through a plan that is as sound 
as a dollar. In fact $10,000! 


We have a client who wants to 


use your station. 


Want to know how? Write today ! 


JOHN ESAU 


AND COMPANY 


1601 GRAYBAR BLDG. 

420 LEXINGTON AVE. 

NEW YORK 17, N. Y. 
Phone MU 4-1159 


TELEVISION AND RADIO OPERATIONS 
CONSULTANT — PUBLIC RELATIONS 


Let’s get together at 
the NARTB convention 
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City Station Vhti Uni Color 
KOAT-TV 70,050 
Walter J. Stiles, exec. v.p. & g. m. 
B-TV 70,732 
Wayne Coy, p. & &. m.; Rolf S. 
Nielsen, sls. m. 
Carlsbad KAVE-TV—(6) June °56 
Roswell KSWS-TV 32,044 
John A. Barnett, o. & g. m.; Paul 
B. McEvoy, sis. m. 
Santa Fe KVIT—(2) June ’56 
NEW YORK 
Albany WROW-TV 175,000 500 
(Sechenec- Thomas S. Murphy, gs. m.; Harry 
tady-Troy) L. Goldman, st. m. 
Binghamton WNBF-TV 402,170 20 
George R. Dunham, g. m.; Andrew 
G. Hubbell, g. sls. m. 
Bloomingdale WIRI 98,730* — 
(Lake Placid- Carl F. Stohn, Sr., p. & §. m.; 
Plattsburgh) Al La France, c. m. * Plus 
350,000 Canadian coverage. 
Buffalo WBEN-TV 519,411 
George R. Torge, st. m.; Nicholas 
J. Malter, els. m 
WBUF-TV 202,400 — 
Charles Bevis, g¢.m.; Bill Decker, 
sls. m. 
WGR-TV 515,036* 216 
J. Joseph Bernard, v.p. & g§.m.; 
G. Paschall Swift, sls. m. *Plus 
533,860 in Canada. 
WCNY-TV 77,230* _— 
(Water- James W. Higgins, tv d.; Alfred M. 
town) Tauroney, sls m.; *Plus 55,100 
in Canada. 
Hagaman WAST — 
Kingston WKENY-TV ,800 a 
Robert M. Peebles, v.p. & §. m.; 
Robert L. Sabin, v.p., & sls. m. 
New York WABC-TV 4,730,000 — 
Robert L. Stone, g. m.; Joseph 
Stamler, sls. m. 
WABD 4,730,000 3,000 
George L. BarenBregge, st. m. & 
els. m. 
WATVY (see Newark) 
WCBS-TV 4,730,000 3,000 

















New Weston’ 


MADISON AT 50TH 
English Lounge 


Two of the finest hotels in New 
York are just “‘around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 


Berkshire 


MADISON AT 52ND 


Where the celebrities 





Meeting place 


of.show business 












Ideal headquarters. 


HOTEL 


Barberry Room 


go after theatre 


138 April 1956, Television Age 








City 


Station Vhf 





Uhf Color City Station Vht Unt Color 
WOR-TV 4,730,000 WIw-TV 1,159,640 ed 
Gordon e+ s. m.; Charles Phil- Ben Wickham, mng. d.; Frank 
ips, sls. | Barron, loc. sis. m.; 
wPix 1,730,000 Celumbus WBNS-TV 485,583 —_ 
Fred M. Thrower, g. m.; John re Richard A. Borel, tv d.; Robert 
Paterson, sls. m. D. Thomas, sis. m. 
WRCA-TV 4,730,000 3,000 WLW-C 351,000 900 
Hamilton Shea, g. m.; Jay J. James Leonard, v.p. & gf. m.; 
Heitin, sls. m. | Charles Dodsworth, sls. m. 
Rechester WHAM-TV 325,000* 200 WTVN-TV 381,451 _ 
William Fay, p. & g. m.; John W. | Joseph W. McGough, gs. m.; Reb- 
Kennedy, Jr.. v.p. & g. sls. m. | ert C. Wiegand, asst. g. m. 
* Plus 75,000 Canadian coverage | Dayten pee 511,310 
WHEC-TV 327,000* Robert H. Moody, g. m.; Walter 
C. Glover DeLaney, v.p. Ry sg. m.; E. Wolaver, c. m. 
LeMoine C. Wheeler, g. sls. m. | WLW-D 331,000 — 
* Includes 31,500 Canadian | H. Peter Lasker, v.p. & g. m.; 
coverage. Dale Smith, sls. m. 
WVET-TV 327,000* 200 ~|~=séCL ima WIMA-TV 88,519 _ 
- Lyke, p. & g. m.; Robert W. Mack, v.p. & ¢. m.; 
Arthur Murrellwright, g. sls. m. J. L. Spring, tv sls. m. 
* Includes 31,500 Canadian cov- | Steubenville WSTV-TV 1,184,839 _— 
erage. | John J. Laux, exec. v.p. & g. m 
Schenectady WRGB 477,000 — | Joseph M. Troesch, asst. g. m 
(Albany- Raymond W. Welpott, st.m.; Rob | Toledo WSPD-TV 358,740 
Troy) ert F. Reid, Allen L. Haid, v.p. & mng. d.; Bill 
Syracuse WHEN-TV 741 100 650 Ashworth, nat. sls. m. 
Paul Adanti, vp. & ¢. m.; | Youngstown WFMJ-TV 180,304 150 
_Frederick Menzies, c. m. | William F. Maag, Jr., D.; | anes 
WSYR-TV 372,160 300 Stanley, st. m. & = 
E. R. Vadeboncoeur, p. & g. m.; WKBN-TV 80,848 225 
_W. R. Alford, nat. sis. d. | W. P. Williamson, } ag & g. m.; 
Utica WKTV 205,500 215 | J. L. Bowden, st. d. 
Michael C. Fusco, g. m. & sls. m. | Zanesville WHIZ-TV 50,000 —_ 
Allan Land, mng. d.; Nate Milder, 
NORTH CAROLINA sls. d. 
Asheville WISE-TV 40,000 _ 
Harold H. Thoms, g. m.; Joseph OKLAHOMA 
J. Master, c. m. Ada KTEN 88,780 — 
WLOS-TV 372,180 — Bill Hoover, v.p. & ¢. m.; Brown 
Charles B. Britt, ex. v.p.; George | Morris, sec. treas. & st. m. 
Norman, ex. v.p. | Enid KGEO-TV 306,000 — 
Charlotte WBTV 536,630 200 George Streets, sec. & m. 
Charlies H. Crutchfield, ex. v.p. & Lawton KSWO-TV 70,000 es 
g. m.; Wallace J. Jorgenson, Ross B. Baker, st. m.; Al Shore, 
asst. mer. d. chge. sls. sls. m. 
Durham WTVD 282,640 42 | Muskogee KTVX 283,950 
Harmon L. Duncan, p. & g. m.; | L. A. Blust, Jr., v.p. & g. m. ; Ben 
Mike Thompson, sis. m. | Holmes, nat. sls. m. 
Fayetteville WFLB-TV 20,000 —_ Oklahoma KWTV 378,110 100 
William D. Bailey, m.; W. B. | City Edgar T. Bell, v.p. & g.m.; Fred 
Belche, c. m. | L. Vance, sls.m. 
Greensbero WFMY-TV 401,540 70 | WKY-TV 375,721 118 
Gaines Kelley, ¢. m.; Joseph E P. A. Sugg, ex. v.p. & st. m.: 
Lake, c. m. John Haberlan, nat. sls. m. 
Greenville WNCT 142,820 50 =| Tulsa KOTV 316,512 60 
A. Hartwell Campbell, g.m.; John | C. Wrede Petersmeyer, p. & g. m.: 
G. Clark, Jr., c. m. } Jim Richdale, c. m. 
Raleigh WNAO-TV 140,250 40 | KVOO-TV 316,512 200 
John H. Bone, g. m.; Barl Welde. | Cc. B. Akers, g. m.; John Devine, 
¢.m. | ce. m. 
Washington WITN 143,850 seo | : 
W. R. Roberson, Jr., p. & g. m.: 
T. H. Patterson, c. m. | na OREGON 
Wilmington WMFD-TV 94,500 — | Sugene KVAL-TV_ 63,410 i 
R. A. Dunlea, Jr. p.; Claud | S. W. McCready, g. m.; Glenn 
O’Shields, sls. m. Nickell, sls. m. 
Winston- WSJS-TV 713,720 250 Klamath Falls KFJ1-TV—(2) Summer °56 
Salem Harold Essex, v.p. & g. m.; Harry Medford KBES-TV = 
B. Shaw, g. sls. m. } — 4 Poulos, m.; Edward P. 
WTOB-TV 120,000 =— arnett, sls. m 
John G. Johnson, g. m., James Portland , KLOR 340,000 oe: 
W. Coan, sls. m. S. John Schile, g. m.; Jack Was- 
san, loc. sls. m. 
KOIN-TV 340,000 200 
NORTH DAKOTA C. Howard Lane, v.p. & mng. d.; 
Bismarck KBMB-TV 24,000 —_— John L. Palmer, ntl. sls. m. 
John W. Boler, p. & g.m.; Fred KPTV 356,442 400 
Drewry, loc. sls. m. Frank J. Riordan, mneg. d.; Donald 
KFYR-TV 30,450 Tykeson, nat. sls. m. 
bee > a gs. m; A. L. An- Roseburg KPIC —— 
erson, sls. m. i 
Farge WDAY-TV 86,600 Gene Pierce, res. m. 
7 me st. m.; Tom Barnes. PENNSYLVANIA 
Grand Forks KNOX-TV 33,000 od Altoona WFBG-TV 537,452 _ 
Carroll E. Day, p. & acting g.m.: | Jack Snyder, mng. d.; George 
Robert Lukkason, sls. m. | Burgeon, oper. m. 
Minot KCJB-TV ,000 | Bethlehem WLEV-TV 71,450 a 
John W. Boler, p. & g.m.; Chester Elwood C. Anderson, st. m.; George 
Rietan, c. m. H. Ettele, c. m. 
Valley City KXJB-TV 98,000 400 Easton WGLV 93,860 _ 
John W. Boler, p. & g. m.; Wm. L. Nelson S. Rounsley, bus. m. 
Hurley, v.p. chg. sls. Erie WICcU 223,500 3 
Ben McLaughlin, g. m.; Karl R. 
Nelson, c. m. 
OHIO WSEE 96,760 — 
Akron WAKR-TV 174,066 a Frank B. Palmer, g. m.; Jay Sond- 
S. Bernard Berk, p.; Roger G heim, sls. m. 
Berk, v.p. & g.m. Harrisburg WCMB-TV oe —_— 
Ashtabula WICA-TV 116,285 —_— | Ed K. - —aaaaae s. 
John A. Colin, g. m.; Donald WHP-T 241,449 — 
Fassett, bus. m. | A. K. gs. & c. m. 
Cincinnati WCPO-TV 767,729 — WTPA 93,002 — 
M. C. Watters, v.vo. & g. m.: David J. Bennett, g¢. m.; Allen P. 
G. C. Miller, st. d. Solada, sls. m. 
WKRC-TV 767,728 - 1,000 Johnstown WARD-TV 60,000 os 
David G. Taft, ex. v.p. & g. m. — J. Butterfield, g. m. & sls. 
Robert T. Schlinkert, g. sls. m 
WLW-T 525,000 92 WJAC-TV 957,214 430 
R. E. Dunville, p.; James J. Crane, | Alvin D. Schrott, g. m.: John H. 
sls. m. | Hepburn, sls. m. 
Cleveland KYW-TV 1,217,000 107 | Lancaster WGAL-TV 912,950 30 
Rolland V. Tooke, v. p. & g. m.; Harold E. Miller, st. m.; Leroy K. 
Albert Krivin, sls. m. Strine, ¢. m. 
WEWS 217,000 Philadelphia WCAU-TV 2,094,852 3,000 


James C. Sessions. gs. m.; John 
H. Foley, loc. sls. m. 


Donald W. Thornburgh, p. & g. m.; 


Robert M. McGredy, tv sis. m. 





«ee ee 














City 














Station Vhi Uhf Color City Station vhi Unt Color City Station Vht Unf Color 
WFIL-TV 2,105,636 1,000 TEXAS KTVT 200,000 300 
— mg os ee | Abilene KRBC-TV 59,540 Demet, Leese, >, & «. m.; 
towmen —_ u ‘kers, « m. orest ogre 35 , 
WRCV-TV 2,088,318 1,000 ee KUTV ieeoe ~ 
a eS e - m.; Amarillo KFDA-TV 83,304 bs a rent Kirk, st. m ¢.m. 
mi. “ . - | Ed Moore, g. m.; Dan Hayslett, q 
Pittsburgh KDKA-Tv 1,200,000 100 opertus, &. _ Vere 
arold C. Lund, v.p. & g. m.; KGNC-TV 81,724 Dien Burlington WCAX-TV_ 143,130 — 
Lloyd G. Chapman, sls. m. & d.; Stuart T. Martin, ¢. m.: John A 
4 Bob Watson, st. m. pem. 
WENS 400,000 _ Kin Raley, tv sls. m. Dobson, sls. m 
H. Israel, v.p. & §. m.; Austin KTBC-TV 153,983 15 : 
Vera Oldenburg, sis. serv. m. J. C. Kellam, ¢. m.; 0. P. (Bob) VEnGEnEA 
Ea May ’56 Bobbitt, g. sls. m. Hampton WVEC-TV (see Norfolk) 
Reading UM-TV 253,465 *— Beaument KBMT 53,000 cm Harrisonburg WSVA-TV 131,145 
Humbeldt J. Greig, p Iph Reed, & m. Frederick L. Allman, p. & €. m.; 
Geena wT Randolph C. Dp. &. 
ranton we RM-TV 250,000 — KFDM-TV 109,000 —_ Howard C. Evuns, sls. m 
a ee. % © 8 *. Mott M. Johnson, opr. & c. m.; Lynehburg age Ny 308,675 ‘ — 
. - A. Louis Durst, sis. m. Philip . Allen, v.p. cs. m.; 
WGBI-TV 276,000 100 Big Spring KBST-TV 43,453 —_— Joseph F. Wright, Jr., sls. m 
we yb tga 2 ag aaa William J. Wallace, p. & g. m.; Norfolk WTAR-TV 393,790 50 
‘ peed . John McMinn, sls. m. Campuell Arnoux, p. & g. m.; 
Wilkes-Barre WBRE-TYV 296,000 150 Corpus KVDO-TV 53,500 — Robert M. Lambe, gen. sls. m 
David M. Baltimore, v.p. & g. m.; Christi L. W. “Bud” smith, g. m.; Bob WVEC-TV 177,000 150 
_Ernest Lewis, sls. m. Williams, c. Thomas P. Chisman, p. & ¢. m.; 
WILK-TV 000 _ KRIS-TV—(6) “Spring 56 ~_" A. Brauer, Jr., v.p. & 
Roy E. Morgan, ex. v.p.; Thomas Dallas KFIZ-TV 510,319 ome sls. 
20s ,P. Shelburne. m. d. os (rt. oa B. Jordan, v.p. & g. m.; Petersburg WXEX" TV 415,835 200 
Williamsport W RAK-TV—(36) Summer °56 Dale Drake, nat. sls. m. Irvin G. Abeloff, v.p.. g.m. & nat. 
York WNOW-TV 116,500 —_ KRLD-TV 564,080 250 sis. m.: George R. Oliviere, loc. 
Richard E. Burg, st. m.; Robert Koy M. Flynn, st. m.: Gene Cuny, sls. m. 
_M. Stough, sls. m. «. m. Portsmouth wrov-TyV _ 
WSBA-TV 106,700 —_— WFAA-TV 564,080 150 A. V. Bamford, g. m.:; Winston 
Louis J. Appell, Jr., p Kalph Nimmons, st. m.; Mike Bright ¢. m 
Shapiro, c. m. Richmend WRVA-TYV 
RHODE ISLAND El Paso KROD-TV 90,000 46 Barron Howard, v.p. & ¢. m 
Providence W4AR-TV 1,401,002 450 Val Lawrence, v.p. & g. m.; Dick WTVE 503,317 300 
Peter B. James, st. m.: Ed Bog- Watts, gen. sls. m Wilbur M. Havens, ¢. m. & « 
hosian, sls. m. KTSM-TV 82,144 8 m.; Walter A. Bowry, Jr., asst. 
WPRO-TYV 1,404,202 —_— | Kari O. Wyler, p. & g. m.; Roy g. m. & asst. c. m | 
William S. Cherry, Jr., p. | T. Chapman, v.p. & sls. m. WOTV—(29) May ’56 | 
KOKE—(13) May 1, 56 Roanoke WDBJ-TV —— e_ 
SOUTH CAROLINA Fort Worth WBAP-TV 570,000 600 Ray P. Jordan, mng. d.: John W 
Anderson WAIM-TV 127,550 (Dallas) George Cranston, st. m.; Roy Harkrader, isst mong d & 
Bacus, c. m. ce. m 
~~ ee Pisber | Gaivecton — KGULLTV' 170,000 = WSIS-TV | 428,679 nol” 
CaC.TY * 806 ot Paul E. Taft, p. & g¢. m.; Robert ames . oore, ex. V.p. orace 
Charleston WESC-TV 233.8 & nat. ols. m.: S. Wilson, g. sis. m. Fitzpatrick, asst. & c. m. 
x " Agen He-lingen KGBT-TV 81,875 _ " " . 
_Ralph z. pena com. cls. m. Troy McDaniel, g. m.; Ingham S. WASHINGTON 
bye A —~ — & caged Roberts, c. m. Bellingham KVOS-TV 225,806 
Pm tog Mo ne omyy Bi 2 cecal Houston KGUL-TV (see Galveston) ange ounas. p.: Fred Elsethagen, 
Columbia WIS-TV 194,778 ie | KPRC-TV 415,000 160 a 
Charles A. Bateon, mng. d.: Law | Jack Harris, v.p. & ¢. m.; Jack (Continued on page 142) 
Epps, sis. m. - a; McGrew, asst. m. & c. m. . 
WNOK -TV ; P 110,000 (te KTRK-TV 489,250 360 fs 
H. Moody McElveen, Jr. v Willard E. Walbridge, exec. v.p. & 
gs. m. &c. hh | g. m.; Bill Bennett, c. m. 
Florence WBTW 154,418 — | ‘Laredo — tv gp = : 
sy ieee KLTV (see Tyler) ) 
Greenville : . Lubbock KCBD-TV 104,782 100 ; 


Spartanburg 


Florence 


Rapid City 


Sioux Falls 


Chattanooga 


Jackson 


Johnson City 


Knoxville 


Memphis 


Nashville 


WFBC-TV 435,768 20 
B T. Whitmire, g. m.; R. Q. 
Glass, Jr., sls m. 

WGVL 130,000 _ 

ar Sah K. McKinnon, v.p., g. m. & 
sls. m. 


ah (7) Spring ’56 


SOUTH DAKOTA 

KDLO-TV 180,136 — 

Joseph L. Floyd, p.; E. A. Nord. 
g. m. & sis. m. (Satellite of 
KELO-TV Sioux Falls.) 

KOTA-TV 16, 031 

Leo D. ae g. m.; Jack A. Crow- 
ley. sls. m. 

KELO-TV 180, 136 

Joseph L. Floyd. p.: E. A. Nord. 
g. m. & sls. m. 


TENNESSEE 

WDEF-TV 171,366 200 

Harold E, Anderson, g. m.: Otis H. 
Segler, sls. m. 

WDXI-TV 102,385 

Aaron B. Robinson, p. & g. m.: 
John E. North, sls. m. 

WIJHL-TV 185,316 — 

W. H. Lancaster, Jr., v.p., g. m. 
& sis. m. 

WATE-TV 229,130 — 

W. H. Linebaugh, g. m.; John T. 
McCloud, ¢c. m. 

WTVK 179,000 80 

John A. Engelbrecht, p., g. m. 
& sis. m. 

WBIR-TV—(10) Aug. 1, ’56 

WHBQ-TV 401,127 — 

John Cleghorn, v.p. & g.m.; Tom 
Ragland, sls. m. 

WMCT 414,392 202 

H. W. Slavick, g. m.; Earl More- 
land, st. m. 

WREC-TV ——— 

Hoyt B. Wooten, g.m.; Charles 
Brakefield, ¢.m, 

WLAC-TV 466,077 + 

T. B. Baker, Jr.. ex. v.p. & ¢ 
Robert M. Revschle, nat. 4 = 

WSIX-TV 277,030 

R. D. Stanford, Jr.. p. & g. m.: 
E. S. Tanner, v.p. 

WSM-TV 277,305 165 

John H. DeWitt, p.: ate Waugh, 
e.m. & asst. to p 


Joseph H. Bryant, p. & g. m.; 
George L. Tarter, c. m. 
KDUB-TV_ 117,782 25 
W. D. (Dub) Rogers, p.; E. A. 
(Buzz) Hassett, nat. sls. m 
Lufkin KTRE-TV 50,150 = 
Richman Lewin, v.p. & §g. m.; 
Murphy Martin, sls. m. 
Midland KMID-T\ 
wr - eee, 8. m.; ; Lambert Cain, 


Odessa KOSA-TV 78,500 — 
John Vacca, st. m.; Ed Costello, 
sls. m. 


San Angelo KTXL-TV 44,208 _ 
J. H. Hubbard, g. .m. & sls. m. 
San Antonio KCOR-TV 75,000 —_ 
Nathan Safir, ¢. m.; Ben Tam- 
borello, sls. m. 
KENS-TV 302,231 111 
Albert D. Johnson, g. m.; Wayne 
Kearl, nat. sls. m 
WOALTV 301,129 67 
James M. Gaines, v.p. & g. m.; 


Sweet water KPAR-TV 59,700 
W. D. (Dub) Rogers, p.; Dan C. 
Gutherie, st. m. 
Temple KCEN-TV 141,096 _— 
Harry Abbott, st. m.; Burton 
Bishop, g. m. 
Texarkana KCMC-TV 161,810 75 
(Tex.-Ark.) Walter M. Windsor, g.m.; Richard 
M. Peters. nat. sls. & prom. d. 


Tyler KLTV 102,957 _— 
Marshall H. Pengra, g. m. 

Waco KCEN-TV (see Temple) 
KWTX-TV 149,000 a 


M, N. Bostick, v. p. & g. m.; 
John M. Brinegar, sls. m. 
Weslaco KRGV-TV 74,685* — 
Byron W. Ogle, exec. d. & g. m.; 
Kenneth E. Markel, nat. & rgnl. 
e. m. *Plus 8.000 in Mexico. 
Wichita Falls KFDX-TV 105,135 150 
Howard H. Fry, exec. v. p., g. m., 






g. m., & sls. m. 

KSYD-TV 119,734 — 

Sid Grayson, p. & g¢. m.; Bob Cain, 
ec. m. 

UTAH 
Salt Lake KSL-TV 200,000 175 
City D. Lennox Murdoch, v.p. & g. m. 

Edward B. (Ted) Kimball, g. 
sls. m. 





since 
the birth 
of television 
we have been 
the most consistent 
suppliers of the 
best documentaries available 
to virtually 
every TY station ‘ 
in the country 
at the 
most reasonable prices 


have you heard 

about our planned 

12'2-minute, 

262-minute, 56'2-minute 
documentary programmes? lester 


schoenfeld 
if not, write, wire or distribution 
telephone today to manager 
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$1,295,476,000 
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108,000 unduplicated CBS-TV homes 


TERRE HAUTE,  — 
channel 


REPRESENTED NATIONALLY BY THE BOLLING, CO . NEW YORK —- CHICAGO 
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Some successes go to everyone's head! 


¥ 
Rt 


ABC-TV’s Mickey Mouse Club is the biggest success in daytime TV! 











Day after day — Monday thru Friday — more than 16,000,000 people watch Mickey 
Mouse Club during the average quarter hour. Day after day — Monday thru Friday — 
more adults watch Mickey Mouse Club than watch 2 out of 3 daytime adult programs. 
The Mickey Mouse Club is-more than a success... it’s a phenomenon. No other daytime 
show delivers such ratings. And, as a matter of fact, it outdraws better than half of the 
evening programs, too. Mickey delivers this huge audience with tremendous 

efficiency. The cost per thousand homes for a one-minute commercial is the lowest 

in all television — sixty-eight cents — 15 homes for a penny ... almost nine hundred 
viewers for a quarter. The Mickey Mouse Club has won more hearts . . . visited more 
homes... gone to more heads than any other daytime show in TV history 


Source: ARB & NIELSEN, Feb. 1, 1956 
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S C } City Station Vhi Unf Color City Station Vhi Unf Color 
CL COUNE (Conrad jrom page 139) Wheeling WIRF-TV 313,650 106 | Fairbanks KFAR-TV 8,600 — 
Robert W. Ferguson, ex. v.p. & James G. Duncan, §. m. 2 
City Station Vht Unf Color 4 m.; H. Needham Smith, ‘le, <—, Phil 8.600 E = 
F Tae 4. Wak. wo: Sin A. 
Pasco KEPR-TV 60,100 —_— ! | Griffin, c. m. 
Thomas C. Bostic, v.p. & WISCONSIN Juneau KINY-TV ——— 
H. R. Cary, sis. m. (Satellite « of | Wm. J. Wagner, g.m.; Joe Man- 
KIMA-TV, Yakima) Kau Claire WEAU-TV 83,150 _ gan, sls. m. 
ttle KING-TV 494,300 290 es * sareant. - oq & c. m.; 
(Tacoma) Otto P. Brandt, v.p. & m.; A. cha: epler, st. m. 
‘ P. Hunter, c. — > Glendale WITI-TV—(6) May 1, ’56 HAWAII 
KOMO-TV 494,300 290 Green Bay WBAY-TV 235,000 _— Hile KHBC-TV 89,500 —_ 
W. W. Warren, ex. v.p. & g. m.; Burke Farquhar, st. m.; Robert J. Howard Worrall, p. (Satellite 
Bill Hubbach, ¢. sls. m. C. Nelson, sls. m. of KGMB-TV, Honolulu) 
KTNT-TV 494,300 290 WFRV-TV 239,340 Honolulu KGMB-TV 89,500 _ 
Len Higgins, m.; Larry Carino, | Don C. Wirth, v.p. & g.m.; Ward Melvin B. Wright, m.; Ralph 
c. m. O. Gage, rgnl. sls. m. Davison, Jr., sls. m. 
KTVW 491,500 _ WMBV-TV (see Marinette) KONA 87,000 = 
William Veneman, g. m.; Robert | La Crosse WKBT 110,000 _ John D. Keating, ¢. m.; James 
Kilpatrick, c. m. Howard Dahl, g. m.; Robert Z. W. Spencer, nat. sls. m. 
Spokane KHQ-TV 161,679 60 | Morrison, Jr., sle. m. KULA-TV 78,000 _— 
Richard O. Dunning, p. & ¢. m.; Madison WKOW-TV 126,900 200 Jack A. Burnett, exec. v.p. & 
Birney Blair, c. m. Ben ¥F. Hovel, g. m.; Robert g. m.; M. Franklyn Warren, 
KREM-TV 162,197 100 | Loomer, sls. m. g. sls. m. 
Louis Wasmer, owner; Robert H. WMTV 129,000 _ Wailuku KMAU 89,500 
Temple, g. m. | Morton J. Wagner, st. m.; Peter J. Howard Worrall, p. (Satellite ot 
KXLY-TV 173,358 7 | P. Theg, sis. m. KGMB-TV, Honolulu) 
Richard E. Jones, v.p. & g. m. WISC-TV—(3) June '56 KMVI-TV 15,000 — 
James Agostino, sls. m. | Marinette WMBV-TV 211,440 J. Walter Cameron, p.; Richard E. 
Tacoma | RINT-TV (see Seattle) a (Green Bay) caw D. Masia, . m.; William Mawson, st, m. 
( ttle KTVW (see Seattle a . 
Yakima , KIMA-T¥ » 60,100 _ Milwaukee } og ge! ge rs sh eee PUERTO RICO 
Pasco i . ohn Soell, tv *: - A. arson, 
( ) 7. . ~~ -y VD. & €.m.; | rey Mayaguez WORA-TV 25,000 
oo eee ae WTMJ-TV 781,222 220 Alfredo R. de Arellano, Jr., p. & 
| Walter J. Damm, g. m.; Neale V. g. m.: Reinaldo M. Dupont, 
. Bakke, sls. m. asst. m. & c. m. 
WEST VIRGINIA WXIX 398,255 — San Juan WAPA-TV 100,000 ee 
Edmund C. Bunker, st. m.; Theo- David H. Polinger, g.m.; Camilo 
Bluefield WHIS-TV 198,482 7 dore F. Shaker, sls. m. Fraticelli, sls. m. 
P. T. Flanagan, st. m.; John Superior KDAL-TV (see Duluth, Minn.) WKAQ-TV_ 75,000 _— 
Shott, sls. m. WDSM-TV (see Duluth, Minn.) Rafael Delgado Marquez, ¢. m.: 
Charleston WCHS-TV 498,381 150 Wausau WSAU-TV _86,800 — | Jorge Luis Rivero, sls. m. 
John T. Gelder, Jr.. g. m.; Johr George T. Frechette, v.p. & g. m.: — 
L. Sinclair, Jr., sls. m. Richard D. Dudley, asst. g. m. 
WHTN-TV (see Huntington) | & c. m. 
WSAZ-TV (see Huntington) | 
Clarksburg WBLK-TV—(12) Spring ’56 
Huntington WCHS-TV (sce Charleston) wrenine 
WHTN-TV 203,000 20 x — = 
— —_ p. & nat. sls.; George — og yes oy Charles P. = 
- Miller, loc.-rgnl. sls. m. Cahill, c. m = and Fl 
WSAZ-TV 650,896 250 ae = BS am TELEVISION STATIONS 
Lawrence H. Rogers II, v.p. & = RADIO and T 
g. m.; Robert E. White, sls. m ALASKA = 
Oak Hill WOAY-TV 357,230 Se. cast som STREET ervorane 30408 
(Beckley) Robert R. Thomas, Jr., o. & g. m.; Anchorage KENI-TV 23,000 — 4 pn YORK 22." ¥ 
Vic Ludington, sls. m. Alvin O. Bramstedt, g.m.; James — 
Parkersburg WTAP 35,902 — | G. Duncan, sls. m. = 
Milton F. Komito, st. m.: Jerry | KTVA 21,000 _— 
Burns, sls. m. A. G. Hiebert, g. m. 














HOW ADVERTISERS 
GET THE MOST 
OUT OF TELEVISION 


a emer centerless elle 


Reader’s Service 


In its current series of Product 
Group Success Stories, TELE- 


























more. Just fill out the coupon at 


C1) Bill me left. 


1 
! 
Television Age 444 Madison Avenue, New York 22, N. Y. VISION AGE goes deeply into 
j Please send me reprints of the following Product Group Success stories: | * 
¢: : F , each field of business, then out- 
I Bakeries and Bakery Products,” copies | Maen fn detell die many wave 
“Dairies and Dairy Products,” copies l “ 1 y y 
“Banks and Savings Institutions,” copies | firms in these fields have met 
I . 
I “Dry Cleaners and Laundries,” __ copies ! their problems through tele- 
I “Groceries and Supermarkets,” copies vision advertising. 
“Furniture and Home Furnishings,”__ copies | 
“Home Buildi ° i sat 
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I build sales. 
Ic y 
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ator . 


last year. 


Findlay, son-in-law 


Wall St. (Cont'd from page 95) 


Firearms Manufacturing Co., Pratt & 
Whitney Co., Inc. and the Niles- Be- 


ment-Pond, machine tool maker. 


One main reason for the attention 
given to this man’s activity has been 
the fact that he’s managed to build so 
large an empire out of such seemingly 
slim funds. Example: Silberstein, him- 
self, owns less than 15,000 of the out- 
standing 3 million shares of Penn- 
Texas stock or about .5 of 1 per cent. 
Yet he’s able to control a group of 
fifteen corporations. 

Mr. Silberstein has some well-heeled 
associates in his ventures, however. 
The outstanding one is William Moody 
III of Texas. Another is Duncan M. 
of Charles F. 
Noyes, the New York real estate oper- 


Allen B. DuMont Laboratories, Inc. 
is expected to show a loss of about $2 
million in its annual report which is 
only slightly less than the loss incurred 







































Stock 
ABC-UPT 
ADMIRAL 
AVCO 
cBS 
DU MONT LABS 


EMERSON 


HOFFMAN 
MAGNAVOX 
MOTOROLA 
PHILCO 

RCA 

RAYTHEON 
STORER 
SYLVANIA 
WESTINGHOUSE 


ZENITH 


CONSOLIDATED TV 
GUILD FILMS 


OFFICIAL FILMS 


GENERAL ELECTRIC 


High-Low Last 


1955-56 
27%- 245% 
22%- 18% 

7%- 6 
2836- 23% 
10 - 8 
13%4- 11% 
65 - 52% 
25%4- 21% 
41 - 34 
51%- 43% 
36%4- 31% 
50%- 41% 
19%- 15% 
2444- 22% 
52%4- 42 
65%- 56% 
141%4-120 


* As of the close, March 26, 1956. 


t As of March 27, 1956. 


Quote* 
26 
193 

6% 
284 
834 


48% 
17 
23% 
51% 
61% 
13458 


Over-the-Counter Stocks 


Bid-Askedt 
15 -15% 
3%- 3% 

21/16- 2% 
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KGVO-TV 


MISSOULA, MONTANA 


ADDS to its 


“captive coverage” 
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Montana’s Capital City, with 
NO Increase in regular LOW 
KGVO-TV rates 


*via Community Cable 
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Newsfront (Cont'd from page 132) 


by the code-name “apple,” was also 
explained in three papers on the sys- 
tem, itself, the tube and circuitry. The 
invention had earlier been demon- 
strated for foreign engineers at a U.N. 
session (see above). The basic differ- 
ence between the b&w tube and the 
Apple tube is the existence, on the 
inside of the tube face, of many fine 
stripes arranged in triplets of red, green 
and blue phosphors. The color image 
is achieved by modulating the beam 
as it passes over these stripes. Having 
only one gun, the Apple receiver is 
said to be free of many of the registra- 
tion and color fringing problems of 
other receivers. And, since it has no 
internal mechanical masks or other 
color grid constructions, the tube is 
almost as simple as an ordinary b&w 
tube. 


G.E. COLOR TUBE. General Elec- 
tric, too, described its color tube. It is 
a three-gun type which employs direc- 
tion selection at the front end, thus 


causing each of the three beams to 
strike the proper phosphor array with 
which it is associated. The selection 
mechanism, called “electron optical 
masking,” is, in essence, a fine wire 
screen mounted within the tube en- 
velope, close to the phosphor screen. 
As the grill is the only structure be- 
tween the guns and the light-produc- 
ing phosphor, it is said that more than 
90 per cent of the electrons strike the 
screen and give it, in effect, a vastly 
greater brightness. 

Technicians and engineers from Du 
Mont Laboratories discussed a new 
electronic masker for color tv; William 
L. Hughes of Iowa State College lec- 
tured on recording color tv programs 
on b&w film, and representatives of 
Zenith considered technical aspects of 
scrambling and unscrambling subscrip- 
tion tv devices. Other papers included 
studies of reduced-alphabet representa- 
tion of tv signals, from Bell Telephone 
Laboratories research; transient re- 
sponse and chrominance bandwidth in 
color receivers; a deflection and con- 
vergence system for use with the color 
picture. 
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$2795. 
F.O.B. e 
Milford, Conn. y 
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MODEL R-15 


REVERSAL FILM 


PROCESSOR 


e EXCLUSIVE OVERDRIVE eliminates film breakage, automa- 
tically compensates for elongation; tank footage stays 


e EASY TO OPERATE, needs no attention. 

e VARIABLE SPEED DRIVE, development times from 142 to 
12 minutes. 

COMPLETE DAYLIGHT OPERATION on all emulsions, no dark- 
room needed. 

FEED-IN ELEVATOR & 1200-FT. MAGAZINE permits uninfer- 
rupted processing cycles. 

@ STAINLESS STEEL tanks, air squeegee, recirculation fittings, 
air agitation tube, lower roller guards. 

FORCED WARM AIR DRYBOX, uses no heating lamps. 
Double Capacity Spray Wash Filtered Air Supply 
Uniform Tank Sizes 


Cantilever Construction 
Size: 76” x 50” x 24” 


Fi i rr i i alt= corp. Milford, Conn. Dept. c. 
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Self-Contained Plumbing 
Ball Bearing Gearbox 
Weight: Approx. 475 Ibs. 
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THE ST. LOUIS POST-DISPATCH TELEVISION STATION 


IN ST. LOUIS 


.100,000 WATTS ON VHF CHANNEL 5 
National Advertising Representative: NBC SPOT SALES 


MAXIMUM POWER.. 
NBC NETWORK - 





147 


April 1956, Television Age 








the popularity charts 
tell only part of the story 


The public’s choice in popular music is 

reliably charted each week in such trade barometers 

as The Hit Parade, The Billboard Honor 

Roll of Hits, The Cash Box Top Ten and Variety’s 
Scoreboard. All compile their lists independently 

from national surveys of songs most played on 
the air, best-selling sheet music, best-selling records, 

and most in demand in the coin machines. 


Twenty-three BMI-licensed compositions have 
_ made these hit charts during the last six months 
(October, 1955 through March, 1956). 


The songs so distinguished are a credit to 
their writers, composers and publishers. BMI salutes 
their joint achievements. And while we 
take pride in this accomplishment, the popularity 
charts tell only part of the story. Appreciation must go also 
to that vast body of music provided by the 
writers and publishers during the past 16 years, 
including those songs which never reached 
the charts... the widely varied supply of music 
which makes up the complete BMI repertoire. 





Broadcasters Attending the NARTB Convention 
Are Cordially invited to the BMI 3rd Floor Exhibit 


A Collection of Originai Autograph Music Manuscripts 
Brought to Chicago Directly from 
The Library of Congress in Washington 
* * oa 
The Library of Congress, through its Music Divi- 
sion, has accepted this Collection from BMI as 
a contribution to its permanent music archives. 
* * + 
BMI Headquarters (Suite 639A-640A) 




















AT MY FRONT DOOR 


| BAND OF GOLD 





BLACK DENIM TROUSERS 


BLUE SUE 





DUNGAREE DOLL 





EDDIE MY LOVE 





CARTBREAK HOTEL 


| HEAR YOU KNOCKING 








: Shifting Whispering Sands 
SIXTEEN TONS 








Why Do Fools Fall In Love 


BROADCAST MUSIC, INC. . seo riety avenue, NEW YorK 17, N.Y. 
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In the picture 


The executive vice president of Young & Rubicam, Louis N. Brockway, has been elected 
chairman of the board of The Advertising Council. Mr. Brockway has seen much duty with 
the Council, has been executive committee chairman and, since 1944, a director. His profess- 
ional history is equally impressive. Starting in advertising with Scribners and The American 
Mercury, he joined Young & Rubicam in 1930. He became vice president and account sup- 
ervisor in 1939 and, in 1943, executive vice president. An alumnus of Hamilton College, class 
of 17, he is today a trustee of the college and, besides many civic interests, considers bowling 
and boating his avocations. The Advertising Council, he notes, demonstrates advertising’s 
power, not only for good business use, but for the democratic practice of “moving men and 
women to help their neighbors.” 





The recent expansion of McCann-Erickson’s central tv-radio department in New York 
reaches its final phase with the naming of Peter A. Cavallo Jr. as vice president and associate 
director of tv and radio. He reports to George Haight, v.p. in charge. A creative man, Mr. 
Cavallo, until now vice president and manager of the tv department for J. Walter Thompson, 
Chicago, has an arm-long list of credits as writer, composer, performer and producer for tv, 
radio, films and the stage. Born in St. Louis, he spent his youth as a musician in Chicago legiti- 
mate theatres, but managed a broad education at the University of Chicago and Northwestern, 
including the mathematical formulations of the theories of music. He was associated with the 
World Broadcasting System in 1936, then, after agency work, joined NBC Chicago for radio 
production in 1943 and J. Walter Thompson in 1945. 





Director of tv and radio programming development at N. W. Ayer, New York, is the new 
title of Joseph R. Stauffer, a veteran of 11 years with the agency. Mr. Stauffer joined Ayer 
as head of radio production, became account supervisor in the department and took on pro- 
gramming for clients like AT&T, Hills Bros. and Hawaiian Pineapple. He had started in adver- 
tising in 1933 as a radio director for Young & Rubicam and, three years later, opened their 
Hollywood office, where he directed a variety of shows. Later, as manager of the west coast 
office, he was principal talent buyer for all radio operations, booking the top stars of the en- 
tertainment world. A 1920 graduate of West Point, Mr. Stauffer returned there—as a lieuten- 
ant colonel---for three years during the war to serve as an instructor. In his new assignment 
with Ayer, Mr. Stauffer will have headquarters in New York. 





Jack W. Minor has been named general sales manager for Dodge passenger cars and Dodge 
trucks and, as such, will continue to influence the division’s extensive use of tv: three net- 
work shows, plus heavy spot schedules at the local level. Mr. Minor moves up from sales 
manager-advertising and merchandising, a post he’s held less than a year; for two years earlier, 
he was director of advertising and merchandising. Mr. Minor, 35, is a native of Kansas City, 
attended schools there and the University of Kansas. He got his start in sales-advertising in 
1940 with the Loomis Corp., Kansas City, then took wartime out to be in the Navy. In 1945, 
he signed on with the Transportation Advertising Co., Detroit, as v.p. and sales manager, 
which he left to join Grant Advertising. As vice president on the Dodge account, his next step 
was obvious, and he joined Dodge, itself, in 1953. 





International Latex Corp. has a new v.p., Edward Madden, who has served in a com- 
parable post at Motion Pictures for Television for the past three years. In his new job, Ed 
Madden will draw on his tv advertising background to direct International Latex’s plans for 
some $10-million worth of tv spot placement. And his background is extensive: Mr. Madden 
started with Ketterlinus Litho Mfg. Co. in 1932, taking charge of all point-of-sale merchandis- 
ing for Standard Oil of New Jersey. In 1935, he moved to McCann-Erickson to handle Stand- 
ard Oil there, becoming a vice president in his ten-year stay. In 1946, he became executive 
vice president of the American Newspaper Advertising Network, staying until 1950 when he 
moved to NBC, again as a vice president. Then to MPT where he was associated with distri- 
butor Matty Fox, the man who, in turn, has sold Latex its block of spot time. 
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In the picture 


Dividing the responsibilities of operating the CBS 
Television network under president J. L. Van Volken- 
burg will be Merle S. Jones (1) and Hubbell 
Robinson Jr. (r), both of whom have been elevate- 
ed to executive vice presidencies. Mr. Robinson will 
continue to head the broad area of programming, 
with Mr. Jones directing all other areas. The latter 
is succeeded as vice president in charge of CBS Tel- 
evision-owned stations by Craig Lawrence (c), 
heretofore director of station administration. 





Directors of Storer Broadcasting Co. have elected two new vice 
presidents, both industry veterans: Keith Kiggins (1) and Ewald 
Kockritz (r). Mr. Kiggins entered broadcasting with NBC in 1933, 
helped develop the Red and Blue networks, remaining with the lat- 
ter when it became ABC. After several years’ retirement because 
of ill health, he became associated with Storer in 1954. Mr. Kock- 
ritz, national program director, has been with Storer 15 years, 
starting at waca Atlanta in 1951. Earlier, he had been at WLW 
and wsal Cincinnati and ktus Hot Springs. At wess Miami, 
he started the public service system now used by all Storer outlets. 





Minnesota’s Gordon Gray, general manager of wor and wor-Tv New York since 1953, 
has been named executive vice president and general manager of wor-Tv by its parent com- 
pany, RKO Teleradio Pictures, Inc. (Robert J. Leder, g.m. of wins New York, becomes head 
of the radio outlet.) The widely known Mr. Gray was educated at the University of Missouri, 
started with The Kansas City Star before joining The Katz Agency, station representatives. 
Once in broadcasting, he moved fast, next to Central States Broadcasting Co. (KFor Lincoln, 
KoIL Omaha and wocy Minneapolis). He resigned to manage wip Philadelphia, a post he 
left in 1951 to serve as vice president of Goodwill Stations, Inc. (wyr Detroit, wear Cleve- 
land and kmpc Los Angeles). In 1953, he signed on with wor and is now stepping up again. 
Mr. Gray also serves as a director of Mutual, TvB and the New York State Broadcasters Assn. 





The appointment of John B. Soell as director of television for wisn-tv Milwaukee, a 
station of the Hearst Corp.’s radio division, has been announced by I. E. Showerman, vice 
president of the wisn division. Mr. Soell, who will be directly responsible for guiding overall 
operations of the station, started in broadcasting as an account executive with KxOK in his 
native St. Louis. He has also served with wJz New York for over two years and, in the early 
days of tv, was associated with the Du Mont Network, becoming well known in industry 
circles. His most recent post was with H-R Television, national station representatives, where 
he served from 1953. Mr. Soell, who studied at Washington Univ. in St. Louis and the City 
College of Law there, has a near-college-age daughter, 17, and a son, 14. He lists his hobbies 
as music, hunting and fishing. 





Westinghouse Broadcasting Co. has made two important pro- 
motions: Alexander W. “Bink”? Dannenbaum Jr. (1) becomes 
national sales manager for WBC; Philip G. Lasky (r) is execu- 
tive in charge of all west coast operations. Bink Dannenbaum moves 
up from wrcv and wrcv-Tv Philadelphia, formerly wptz, where 
he was assistant general manager of both stations. A Prince- 
ton man, he started in broadcasting in 1935 as salesman for wpas 
Philadelphia. Phil Lasky, general manager of WCB’s Kpix San 
Francisco, started at 21 as engineer for KFEL Denver, his home 
town. He was a co-owner and founder of KPIx in 1947. 
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Directional antenna: Asked by an 
out-of-town friend where he lived, two- 
old Park Carmen 
“South Bend, Channel 34.” 


oS ae e 


year answered : 


A group of parents were talking 
about a common problem in the one- 
set television home: when two children 
want to watch different programs at 
the same time — for instance, a prize 
fight and a play. “No problem, at all,” 
one mother spoke up. “Our Carol likes 
plays, and our Chuckie likes fights, so 
Carol turns on the play and both of 
them have their way.” 

a 7 a 

The city school board in New Lon- 
don, Wis., voted to authorize trial in- 
stallation of closed-circuit television in 
the town’s high school to replace the 
teacher who supervises the study hall. 
The camera will be placed high in 
front of the hall. The receiving set will 
be in the principal’s office. 

Which means that instead of the 
study hall watchword being “cheese 


” 


it” itll be “ham it.” 
th tt a 

Special delivery: The other morning 
mail we. were tickled pink by a birth 
announcement from an unmarried girl 
we know. The tiny card heralded the 
arrival at this girl's home of a 24-inch, 
table model General Electric tv set. 

ub at * 

The Associated Press reports that 
Denmark’s state radio is planning a 
64,000 kroner tv-radio quiz show start- 
ing April 8. It is to be sponsored by 
a brewer’s association and will include 
a charity lottery for disabled persons. 
The 64,000 kroner grand prize amounts 
to $7,000. 

We can hear even now a grand prize 
loser exclaim as he returns to his home 
hamlet: “Alas, poor Yorick, I knew 
the answer well.” 

* * 

Thoughts for this television age: 
Billi Vaughan who writes the Wham- 
doodles column in The Milwaukee 
Journal comments: lt might be a good 
idea to hold onto your 10-inch tele- 
vision screen. A lot of us had ancestors 
who threw away their spinning wheels, 





and look at the prices they bring in 
antique shops today. 
aS * * 

The Ice Man Cometh: Fellow in 
Los Angeles was watching a mystery 
show on television one night but, 
according to a news service release, 
the chiller that came through the air 
didn’t show on his tv screen. It crashed 
through his roof. 

The viewer told local police he found 
a hole in the ceiling about 18 inches 
in diameter. The floor was littered 
with chunks of smashed ice. The fellow 
at first thought it was the work of 
pranksters. But the police said his 
home was beneath an airline route and 
they deduced ice had fallen from a 
plane in flight. 
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What’s in a name? The Robert E. 
Lee agency in San Diego has its offices 
in the U. S. Grant Hotel. . . . The 
president of Will Ross, Inc., manu- 
facturers of Hospital Supplies, is a 
man named C. E. Pain and the sales 
manager is P. T. Ward. 

aa * * 

According to a Reuters dispatch, 
parents in England are “reaping sweet 
revenge” because of the current fad 
among American children for bows 
and arrows. U. S. kids are all aquiver 
as a result of the exported British tv 
serial, The Adventures of Robin Hood. 
(Ed. note: Distributed by Official 
Films and sponsored over CBS Tele- 


THE LIGHTER SIDE J n C 7 












vision by Johnson & Johnson and 
Wildroot.) 

The Star, a London paper, points 
out that for years British parents have 
suffered from the influence of Ameri- 
can tv films on their children. “Now 
American parents taste the medicine 
their counterparts over here had to 
put up with—from Donald Duck 
quacks to Hopalong Cassidy six-guns,” 
the Star says. It refers to a report that 
police in Newark, N. J. are alarmed 
at the number of flying arrows these 
days from the juvenile archers. The 
remedy, says the Star, and it accom- 
panies the remark with a lordly haw 
haw, is: “They must send for the 
sheriff (and his posse) from Notting- 
ham, England.” 

x a 

Hobby Lobby: By popular request 
(of those hereinafter mentioned), we 
are continuing our hobby hors d oeuvre 
started on this page last month: 

Earle Ludgin, head of his own Chi- 
cago agency, has been known to spend 
his spare. time writing plays. L. T. 
“Ted” Steele, v. p. in charge of tv- 
radio at B&B, is a sports car en- 
thusiast, Harold H. Dobberteen, v. p. 
and director of media at Bryan Hou- 
ston, takes to trout fishing and duck 
hunting while Donald S. Frost, adver- 
tising manager at Bristol-Myers, is a 
four-star hobbyist, carpenter, golfer, 
horseback rider and cook. Golf and 
chess are the leisure time pursuits of 
Arthur Bellaire, v. p. at BBDO, and for 
Ben R. Donaldson, director of institu- 
tional advertising at Ford, it’s wood- 
working. Charles G. Wright, v. p. at 
Kraft Foods is an antique collector 
who specializes in, of course, cheese 
dishes. 

* * * 

We know a television writer, Henry 
Misrock, whose wife Madeleine, is not 
only pretty but enterprising. The day 
that Henry’s play was going to be 
done on the United States Steel Hour, 
Madeleine was busy on the phone 
advising family, friends and neighbors 
of the event and also suggesting, “If 


you don’t hear from Nielsen, you call 
him.” 
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Results Keep KPRC-TV First in H ousto 


One supermarket chain sold 216,000 boxes of strawberries = 
in less than three hours as a result of a single 
20-second announcement on KPRC-TV! For more than 


seven years advertisers have known the dynamic and frequently HOUSTON 
dramatic selling power of Houston’s Channel 2. 
Today more than 250 local, regional and national spot CHANNEL 
advertisers are selling the Golden Gulf Coast market 

via KPRC-TV. Accelerate your sales. 


' JACK HARRIS, 
Use Houston’s experienced station . . . KPRC-TV. 


Vice President and General Manager 


Nationally Represented by 
EDWARD PETRY & CO. 


MAN-YEARS EXPERIENCE 
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